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here the creative spirit prevails | 
ijalwele le |amel lm e re) a\— 


as 


fi. BIONDI DEIGIECO, Th 
OU DESIGN ILLUSTRATION ASSEMBLY 





art director: MARTY STEVENS 
agency: BBD&O 
client: LADIES HOME JOURNAL 
photographer: ORMOND GIGLI 
black & white retouching: ARCHER AMES ASSOCIATES 


type °*C”’ ektacolor print 
dye transfer 


black & white 


& flexichrome 


retouching 


involving the use of bleaches, 
dyes, electronics’, chemistry 
and abrasives for the sole purpose 
of insuring the most faithful 
reproduction of your photography 
is truly an art as produced by 


ARCHER AMES ASSOCIATES 
16 East 52 Street, New York 22, MU 8-3240 


*demonstration on request Contact: ARCHER AMES - LEON APPEL - JIM BENSON 





credit is due... 


I just finished reviewing your September 
issue, and noticed the excellent piece 
“Typography in the Corporate Age”, 
which talks in great depth about the 
Weyerhaeuser Company corporate iden- 
tification program. 

Just for the record, this program was 
completely developed by Lippincott & 
Margulies, Inc. 

Donald G. Keen, 
Director of Public Relations, 
Lippincott & Margulies 


right bean, wrong city . .. 


We were delighted to find one of our ads 
“The A&P Coffee Bean” (page 87) given 
favorable attention in your September 
issue. We were almost equally dismayed 
to discover the credit was given to Gard- 
ner Advertising Company, St. Louis, in- 
stead of Gardner Advertising Company, 
New York. Because I consider your maga- 
zine so important in advertising circles 
I would greatly appreciate it if you would 
print a correction in the next issue. 
Over and above this particular matter, 

may I take this opportunity to say that 
I find Art Direction the most exhilarating 
and interesting periodical in the entire 
advertising field. In fact, it is one of my 
two or three favorite publications in any 
field. 

John O. Roche, 

Creative Director, 

Gardner Advertising, NYC 


a kind word from far away ... 


Thank you for your wonderful magazine 
... it really is a source of inspiration. . . . 
I'm looking forward to my next copy. 
Roy Carruthers, 
Port Elizabeth, S. Africa 


Art in America . . . $3.95 


We would like to correct the review of 
Art in America as it appears in your 
magazine. The new price for a single 
issue is $3.95. 

Art in America, 

635 Madison Ave., NYC 22 
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333 n. michigan avenue, chicago 1, illinois 





























Secrched in the Guildhall of the Ambamedor West Hotel 
























































lis alli 
our portfolio is airborne— 


a call to RA 6-9833 will have 
a salesman in your office 
with-in a few hours. 








o’grady | payne, inc. 


333 n. michigan avenue, chicage 1, illinois 


jim curran 





what’s my line? 


Steel Engraving. 

One of the 10 extra-special 
effects you can get at 

UNIGRAF when you need 

to look especially effective. 

The other 9: Mezzoprint, 

Cross Line, Line Resolution, 

Tone Line, Tonal Separation, 
Contour Line, Spiral, Wavy Line. 
For examples and price list, write: 
UNIGRAF photographic reproduction 
4505 W. Ist Street, Los Angeles 5 
HOllywood 2-3261 





serving all your television needs 


graphicarts / hot press / enlargements / flip cards 
color and black and white slides / rp’s / telops / original photography / crawls 


station id file / mailing facilities 


(Send for our new type specimen sheet and price list on our HOT PRESS department) 


42 west 48th street, new york 36, n.y., JUdson 2-1926....7....8....9 








CALL THE MAN FROM 





cOMmMPAWN Y i 


MARQUARDT 153 SPRING STREET, NEW YORK 12+ Chnal 6-4562 & 





GRAPHIC 


DIRECTIONS INC. / FOUR-EIGHTY LEXINGTON AVE. / NEW YORK 17,N.Y. / YUkon 6-0750 


new Capital uses old Bean... 


Your Chicago reader invited comment on 
the two trademarks reproduced in your 
August issue (Capital Airlines and Morris 
Bean & Co.). 

I suppose I’m obliged to point out that 
the BEAN trademark was designed by 
our office in 1953 and has appeared regu- 
larly in national trade publications since 
that time. 

We've been rather fond of the BEAN 
logo all these years, so it’s quite encourag- 
ing to note that some of our New York 
colleagues (even those with unlimited 
“research” facilities) are finally beginning 
to “reflect” some of our midwest design 
thinking. 

Budd Steinhilber / ASID, 
Vie Design Studios, 
Yellow Springs, Ohio 
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a world of information... 


There is a world of information in your 
magazine. Just what I’ve been looking 
for, for a long time. 

Leo A. Bary, 

Norwalk, Conn. 








booknotes 


THE VULGARIANS. Robert Osborn. New York 
Graphic Society. $3.95. 


Subtitled, A Satire in Pictures and Words 
on the Decline of Greatness and Rise of 
Mediocrity in America. Painting, line 
and words combined in a burning per- 
sonal statement by the master artist of 
slashing satire. The pages are 8” deep, 
1014 wide, are designed with written copy 
on left hand pages, bleed color art on 
ri ,ht hand pages. Printed in Holland. 


HAWTHORNE ON PAINTING. Mrs. Charles W. 
Hawthorne. Dover. $1. 


A paperback edition, this is a book .of 
students’ notes collected by the ‘widow 
of the painter who taught at Cape Cod 
School of Art for 31 years. Introductions 
by Charles Hawthorne's son Joseph, Hans 
Hofmann, Edwin Dickinson. Subjects 
cover outdoor model, still life, landscape, 
indoor model, watercolor. 91 pp. 








VERMILION 


...and YELLOW, MEDIUM 
GREEN, LIGHT 
TURQUOISE BLUE, LIGHT 
match the other 
AAAA COLORS. 


Fast drying ¢ Non-streaking 
Always fresh and ready-to-use 


%” x 4” Tube... 45¢ each. 
€ Designers sets 26-7, 26-13, 26-26 
at your Artists’ Material Dealer. 


y RUMBACHER 


ARTISTS’ MATERIAL 


peat 
ABAC 
* 


460 West 34th Street, N. Y. 1, N. Y. 





THE PROOF 1S IN 
THE DRAWING 


Wolff's 
put “life” 
into 
drawings 


Wolff's Carbon Drawing Pencils can infuse a 
subject with vigor and animation. That is = 
more and more artists are making these pencils 
their choice for drawings that must be “alive” 
—and true to life. 
Get acquainted now with Wolff’s Carbon 
Drawing Pencils. You'll like their beautitul 
gradations—and their firm sure points. 
In degrees 2H, 


Buy them now! At better stores everywhere. H, HB, 8, 2 
Wr Y} , CARBON 
0 drawing pencils 
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Ad Semantics: 
The Fine Art of 
Propagand-Ads 


DR. IRVING A. TAYLOR 


Back in 1939 the now defunct Institute 
for Propaganda Analysis published in a 
book, The Fine Art of Propaganda, de- 
scription of the seven most frequently 
used propaganda devices. These now 
familiar techniques are: name calling, 
glittering generality, transfer, testimo- 
nial, plain folk, card stacking, and band 
wagon. Since these devices are themes 
also used by admen we might examine 
them in the light of ads. 

Name calling: Give an idea or product 
a bad label so that we will reject and 
condemn it without examining evidence 
or facts. In advertising this might better 
be called Brand Xing—call brand X 
cheap, a substitute, imitative, as acting 
twice as slow, containing acetylsalicylic 
acid (must be bad), etc. Because the gen- 
eral public increasingly regards name 
calling in poor taste the technique is on 
the decline, persisting now in the highly 
competitive patent medicine ads. 


Mt ing ( hrysler Corp , fy doce-price compact for 1961 ! 
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Glittering generality: Associating a 
product with dazzling “virtue words” to 
make us accept it on the merit of the 
associated words. “You'll enjoy different 
tomato juice made from aristocratic 
tomatoes.” The race for stronger super- 
latives is reaching a semantic dead-end 
for two reasons: 1. The ceiling is reached 
with: greatest, fastest, tops, best, etc. You 
can of course always try to better the best 
—‘‘The Compact that couldn’t be topped 
in "60. . . tops itself in 61.” 2. If you re- 
peat these words often enough they be- 
come banalities and lose their impact. 
Glittering generalities then deteriorate 
into glaring banalities. 


Transfer: The product is used with 
something respected and revered to carry 
the authority, sanction and prestige to 
the product for our approval — leading 
scientists affirm that it’s healthy to eat 
food, “More scie: ‘ists and educators 
smoke Kent than any other cigarette,” 
“approved by Good Housekeeping,” etc. 
Science today is so highly revered that it 
is most frequently called upon in a trans- 
fer capacity. Sugar, for example, increases 
its sale by advertising that “In taste tests 
at a leading university, people said that 
peas with sugar added tasted more like 
peas.” Transfer used to influence and 
confuse consumers has become a trans- 
blur device. 

Testimonial: Involves a respected per- 
son saying that a given product is good 
or bad — Adolphe Menjou likes coffee, 
Mickey Mantle uses hair tonic, etc. The 
public today is more sophisticated than 
ever before with the advent of mass media 
and testimonials are seen as insincere ap- 
peals, “paid testimonials,” and the tech- 
nique has deteriorated to testi-phonies. 
That is not to say that it is still not effec- 
tive, particularly in glamour and chil- 
dren’s ads. 

Plain Folk: The method by which the 
product is good because it is “of and for 


the people,” the masses. This is rarely used 
explicitly in ads because nobody wants 
to be considered part of the plain folk 
hoi polloi. When it is used, it presump- 
tiously elevates the masses to a higher 
level and says in effect, “You high aspir- 
ing, clean-cut, home-owning Americans, 
this product was designed exclusively for 
you.” Elevating the average American 
Jones or Smith to the high level implied 
in ads changes the plain folk into a plain 
hoax technique contributing to burying 
the average consumer in installment 
plans so he can succeed in being one of 
the “plain folks.” 

Card stacking: The trick is to select and 
use facts or falsehoods, illustrations and 
distractions, logical and illogical state- 
ments so as to prepare a good or bad case 
for a product. Slanting is practically uni- 
versal in ads: all ads are examples of card 
stacking. During World War II, psycholo- 
gists found that the most convincing way 
to present a message to soldiers is to pre- 
sent both sides rather than one side of a 
story. Could ads be effective with little 
or no card stacking? Too few ads have 
tried. At any" rate, the card stacking is 
highly practiced. The technique obscures 
the merits of other products, just as corn 
grows tall and hides other farm products. 
In ads, card stacking might be called 
corn-stalking. 


So take the world’s word for it... 
There’ no gin like 
Warts Begaest Setter! 

Band wagon: The theme here is “every 
one is doing it,” and the pressure is why 
don’t you. “The word for gin is Gordon’s 
so take the world’s word for it. . . .” There 
has been a strong tendency during the 
past years to get consumers to buy by 
brand. The device has become “Join the 
brand wagon.” 

What would happen if the public be- 
came fully aware of the tricks of the 
propagand-ads trade? Would they be less 
influenced? Would admen have to change 
techniques? Make more sincere appeals? 
In the presence of mass ignorance to 
semantic traps, admen will exploit them 
to their inevitable end. é 
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booknotes 


PAINTING IN THE FAR EAST. Laurence Binyon. 
Dover. $2. 


An introduction to the history of pic- 
torial art in Asia, especially China and 
Japan. This is a paperback revised third 
edition, includes 42 b/w plates, a study 
of over 1500 years of art, more than 250 
painters. First chapter examines different 
attitudes of east and west regarding form, 
line and color. Helps are a source list of 
originals, bibliography, index. 


THE INVINCIBLE MONET. C. P. Weekes. Apple- 
ton-Century-Crofts. $4.50. 


A biography of the painter, a study of his 
work and times and of the artists and 
movements of importance. Highly read- 
able. No illustrations. 241 pp., plus 
bibliography. 


THE CRAFTSMAN‘’S HANDBOOK. Cennino 
d‘Andrea Cennini. Dover. $1.25. 


Paperback translation by Daniel V. 
Thompson, Jr. of Il Libro dell’Arte, a 
manual of all kinds of techniques, by a 
15th century Florentine artist. Ranges 
from notes on paints and painting to 
mosaic and block printing, casting, etc. 


TYPOGRAPHY 60, Typography in Canada. So- 
ciety of Typographic Designers of Canada. 


Paperback book, 12” deep by 414, of the 
Society of Typographic Designers of 
Canada third annual show. Published 
jointly by STDC and Rolland Paper Co., 
Montreal, its distribution is free but 
limited. B/w reproductions of 153 pieces 
representing best Canadian design in 
books, magazines, newspapers and print- 
ing for commerce. Also, selections of the 
judges’ own work and an article by Frank 
Davies, AD Maclean-Hunter Publishing, 
on What’s All This Fuss About Typo- 
graphic Design. Davies designed and pro- 
duced the catalog. 

For copies write Rolland Paper Co., 
Ltd., P. O. Box 190, Station H, Montreal, 
P.Q., Canada. 


PHOTOGRAPHY OF THE WORLD ‘60. Editorial 
c ittee, Heibonsha Ltd., Tokyo. Ziff-Davis. 
$10. 


Japanese published and printed, this 
annual includes work published Oct. 1, 
1958-Dec. 31,-1959. Eleven photographs 
in color, most of them double spread, as 
are most of the b/w. In ail, 99 selections. 
Special type sections include 100 Years 
of Nude Photography (there is an illus- 
tration category of nude photography), 
News Highlights, a list of publications 
which appeared between October 1958 
ind December 1959, and Notes on the 
Pictures. 
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“For Christmas, let’s make it... 


ART DIRECTION 


It’s a 12-time package long remembered and treasured as 
a thoughtful reminder of the Holidays. A gift card 
announces each gift subscription. If your friend is already 
a subscriber, your gift will extend his subscription. 

Fill in the coupon below and we will send your gift 
cards a week before Christmas. Subscriptions are $6.00 
for one year, $10.50 for two years. 


eeoeerereee seers eee eee eeeeeeeeeeeeeeeeeeeeeeeeeseeeee 


Art Direction. 19 West 44th Street, New York 36, New York 
Please send Christmas gift cards and subscriptions to: 





NAMt 





STREET AND NUMBER 





City, ZONE, STATE 








STREET ANO NUMBER 





City, ZONE, STATE 





NAME 





STREET AND NUMBER 





City, ZONE, STATE 


Gift from, 








ADDRESS 
While you're at it, renew my subscription too. 
Enclosed check or money order for $ ... 


/ December 1960 














WESLEY 
BOWMAN 





Photograph taken for: Client— Peoples Gas, Chicago - Agency—Needham, Louis & Brorby 
Art Director—George Hnatt - Photography—Robert Elmore, Wesley Bowman Studio 
For information, call or write: Representatives— Wesley Bowman, George Elmore, Jim Blair 
Photographers — Robert Elmore, Hal Bacon, Evert Johnson, Will Warneke, Ulf Askenas 


Wesley Bowman Studio, Inc. 
360 N. Michigan Avenue - Chicago, illinois - CEntrali 6-O233 








calendar 


Through Dec. 6... 28th Annual Chicago ADC. 
Prudential Bldg. lobby. 

Dec. 2-6 . . . Lithographers & Printers Natl. 
Assn. traveling exhibit, Tulsa Ad Club. Dec. 
15-18, Harris-Seybold plant, Dayton. 

Dec. 8 . . . Natl. Visual Presentation Assn., 
luncheon meeting, 12, Brass Rail, 43 St. & 5th 
Ave. “How to Visualize an Idea,”’ by 3 visual- 
izers from various companies. Jan. 12, interna- 
tional program, “UN Uses of Visuals.” Non- 
members welcome, reserve with Miss Schack, 
MU 2-2294. 

Through Dec. 10 .. . AIGA traveling show, 
Paperbacks USA, Idaho State College, Poca- 
tello. 

Through Dec. 14... . AIGA traveling show, 
Design & Printing for Commerce and 50 Ads 
of the Year, University of Florida, Gainesville. 
Printing Week, at York Club of Printing House 
Craftsmen, York, Pa. Jan. 9, Pittsburgh, Print- 
ing Week. Jan.-Feb., Pennsylvania State Uni- 
versity, University Park. 

Dec. 15 . . . Entry deadline, NYADC’s 40th 
annual national show. Exhibition, March 20- 
30, Hotel Commodore. 

Jan. 15 .. . Entry deadline, 6th annual book 
jacket design competition, Turck & Reinfeld, 
207 W. 25 St., NY 1. Show, Mar. 1-31, Art 
Library, Donnell Library Center. 

Jan. 15-21 . . . International Printing Week. 
Jan. 16-19 . . . 19th Exhibition of Printing, NY 
Employing Printers Assn., Hotel Commodore. 
Jan. 16...deadline, 11th Lithographic Awards 
Competition, LPNA, 597 Sth, NY 17. 

Jan. 24-Mar. 4. . . Illustrators ‘61 exhibition, 
Society of Illustrators, 128 E. 63, N. Y. 

Feb. 21-Mar. 24 . . . ADLA 16th show, Cali- 
fornia Museum of Science & Industry, Exposi- 
tion Park. Awards dinner-dance, Pacific ball- 
room, Statler Hotel, Feb. 18. 

Feb. 6-11 . . . Pittsburgh's annual, co-sponsor, 
Advertising Club, at Gateway Four. 

March § .. . Kansas City’s 8th previews. 
Awards banquet, March 11. Show March 6-18, 
Kansas City Art Institute. Entry deadline, 
Feb. 4, Morris & Coldsnow, 3415 Main. 
March 23... Westprint 61, printing machinery, 
processes, supplies. Shrine Hall, LA. 

Arts Club of Chicago . . . Through Dec. 30, 
Construction and Geometry in Painting. 
Gallery 303... STA show; John Averill. 
Library of Ideas, Mead Papers .. . NY, 230 
Park Ave., December, Exhibit of Paper Sculp- 
ture & Applications to Graphics. 

Museum of Modern Art. . . 100 Drawings from 
the Museum Collection, through Jan. 2. 
School of Visual Arts Gallery . . . Dec. 2-16 
Graphic Arts Exhibit/Sale, benefit Committee 
for Sane Nuclear Policy. Jan. 9-20, book 
jackets, Roy Kuhlman, Milton Glaser, Robert 
Finegold. 
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THERE’sS 
MADNESS 
IN OUR 
METHOD 





Many an advertising 

truth is said in jest. And 
television commercials 

by Terrytoons are the 

best way to tickle viewers, 
tackle sales! (Or, if you 
prefer, Terrytoons’ 
creativity will mirror 

your more serious side. ) 
No matter what your 
advertising “personality”— 
wild or mild, zany or 
straightforward—you’ll 
find it reflected to 
perfection in television 
commercials produced by... 


®TERRYTOONS 
A Division of CBS Films Inc. 








DON BEESON JOHN BORGERSEN BOB BRANHAM business briefs 


JOHN BURDA BOB CHAPPELL TOM COLMER 


billings up, down, up; profits 
down; are pricing policies 


GENE GIVAN MARTY GROSSE RICHARD HALL _ | @e for revision? 


FRANCES EBERLIN AL FARMER DAVE FOSTER 


KENT HOFFMAN GIL HOHE WALLACE HORNAL 


This is look behind and look ahead season. 
BOB ISENHART STEVE KARALL JOHN KOLLENG After a first half in which studio billings 
were rocketing toward Mars ahead of 
both U.S. and U.S.S.R. timetables, some- 
JIM MOSHIER DON OLSEN JOE PASSARELLO ities: eeun Wolter ots anion 
and a mid-year plummeting resulted. Fall 
ROY PATTERSON DWAIN RAUHOFF GEORGE ROTH —” ee 
~ 
Some of the business questions as the year 
GENE SHARP AL STINE MARY WELLS | Some of tm 
Will the segond half show a full re- 
covery? It inay be Spring before hard data 
JAMES WOODEND RICHARD ZOLAN is in and we know. Individual artists, 
studios, agencies will know their own 
story much sooner, but national data will 
take a while to gather and interpret. 
How will billings fare in 1961? Our 
guess: they will run more evenly, except 
for seasonal fluctuations, than in 1960, 
will average about the same as ’60. 
Were many studios hurt in ’60? How 
many doesn’t matter if yours was one of 
them. Larger studios try to have enough 
cash and capital to weather a few bad 
months. And this wouldn’t seem too hard 
following six record-breaking months. 
But not all studios had record-topping 
first half, not all are large enough to build 
reserves to meet payroll and overhead for 
months while little business comes in. 
For all of 1960's billings boom, there were 
many studios operating marginally, and 
they were hurt in the second half. 
What’s with profits? They are being 
squeezed. In 1958 studios averaged more 
than 6% profit. Some pretty extreme per- 
centages went to make up this average. 
A 1960 study just completed by NAAS 
Inc. and published in CAM Report shows 
profits in the 414% range, on the average. 
Where is the studio dollar going? More 
money is being spent for such outside 
purchases as type, printing, art supplies. 
Enough is going here to account for profit 
' drop. 
We are ready to serve you at Must it be? Maybe not. If this is where 
the money is going, it would seem a more 


RAUHOFF / GROSSE ff PATTERSON _| scientific markup policy and less guess 














timating could turn record billings into 


230 N. MICHIGAN AVENUE at least good if not record profits. 196! 
‘ may be the year when studios will price 


RANDOLPH 6-4464 more carefully. e 








HORIZON, September 1960. Joseph J. Thorndike, 
Jr., editor. American Horizon. $3.95. 

In this issue: Ingmar Bergman’s “Why I 
Make Movies,” plus some b/w clips; 20 
pages of art describing the white man’s 
arrival on foreign shores (Indian, Japa- 
nese, African, etc.), by John Maass, visual 
presentation director of City of Philadel- 
phia; John Kenneth Galbraith, “The 
Muse and the Economy,” study of art 
and artists in present-day US; “Osborn’s 
Americans,” Russell Lynes’ study of the 
satirist, with color and b/w illustrations; 
story of the Louvre and illustrations of 
some of its treasures; Nelson Lansdale’s 
“La Vie Boheme on Central Park West,” 
study of and color reproductions of work 
by painter John Koch; “Art by Accident,” 
by Leonard B. Meyer, study of “chance 
. . . recently elevated into a principle of 
creation.” 


BARRIERS TO CREATIVITY. Deutsch & Shea. 
Industrial Relations News. $1.50. 

Third in a series of booklets on creativity. 
Though reference is to technical and en- 
gineering staffs (D&S are “technical man- 
power consultants”), the 32-page booklet 
deals with the creative process — what 
blocks it, what helps it—in anyone. Of 
aid: a bibliography of books and articles. 


Of interest: 

Freehand Lettering, H. Wilmont Richard- 
son. Sterling, $4.95, a how-to. Ceramics, 
Glenn C. Nelson, Holt, Rinehart & 
Winston, $5.95, a how-to. 

The following are all from Grove Press: 
The History of Surrealist Painting, Marcel Jean, 
translated by Simon Watson Taylor, 386 
plates, 36 in full color, 382 pp., $17.50; 
The Age of Grandeur, Victor Tapie, trans- 
lated by Ross Williamson, art history, 
208 plates, 8 full color, 529 pp., December 
publication, $10 before pub. date, $12.50 
after. 

The following are Grove’s Evergreen 
books: Modern Yugoslav Painting, Oto 
Bihalji-Merin, translated by Ruth Hein, 
12 color plates plus b/w, 64 pp., $1.95 
paper, $3.95 cloth; Sergei M. Eisenstein, 
Marie Seton, 200 illustrations, 608 pp., 
$2.95; Film Technique and Film Acting, V. I. 
Pudovkin, translated and edited by Ivor 
Montagu, 416 pp., $2.45; The Journal of 
Eugene Delacroix, translated by Walter 
Pach, 44 illustrations, 752 pp., $3.95; The 
Japanese Film: Art and Industry, Joseph L. 
Anderson and Donald Richie, 144 illus- 
trations, 456 pp., $2.95. 

The Flight of the Dragon: An Essay on the 
Theory and Practice of Art in China and Japan, 
Laurence Binyon, paperback, Grove’s 


Wisdom of the East series, 4%. x 7, $1.25. 


THE WASTEMAKERS, Vance Packard. David 
McKay Co. $4.50. 

Consumerism (consumption for consump- 
tion’s sake), and planned obsolescence 
(both psychological and physical) are the 
new devils whipped by the author of the 
best-selling “The Hidden Persuaders” 
and “The Status Seekers.” 

In considerable detail Packard tells 
how products are manufactured—not to 
last longer—but to fail sooner. He ques- 
tions the morality and the economic 
validity of a system that depends upon 
artificially shortening product life, setting 
of actual product death dates. 

How this affects natural resources and 
consumer pocket books, who the waste- 
makers are and how they operate is told 
in Packard’s rapid reading style. 

Many’s the adman who will rage over 
the book’s selected evidence and extra- 
polated conclusions. And many will be 
gnawed by the realization that for reasons 
both moral and practical this cannot go 
on forever. 

If Vance Packard may be less of a 
scholar than Thorstein Veblen, he :s 
more popular as a writer. Perhaps his 
writings will be judged equally important 
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FIRMIN DIDOT 
7” SANS SERIF CONDENSED NO. 6 
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r scape oresK 
PALATINO 
SE SOTEK 


Only Haber in New York has all these newly-arrived imported faces...a significant and long-awaited contribution 
te typography. You'll find these types at Haber, in all sizes and weights. Available in addition are many other faces 
tgo0 numerous to show here. Melior with Italic and Akzidenz-Grotesk with Bold can also be had on linotype. Palatino 
». with Italic will be available on linotype by January first. Haber Typographers Inc.,'115 West 29 Street, New York 1. 
igh ; 
longacre 5-1080 











BLAZE 

Nationally proved and accepted black 
and white retoucher's photo bleach 
since 1955. Send for FREE and instruc- 
tions. 


URBAN ART SERVICE 


2506 Loke View Ave., Chicago 14 

















SELL YOURSELF LOCALLY... 


Place an ad in 
Art Direction’s 
local news pages 














ART DIRECTOR 


WANTED 


Cargill, Wilson & Acree of- 
fers Madison Avenue op- 
portunity in the pleasant 
setting of Richmond, Va. 
for an experienced, talented 
AD. This AAAA shop has 
grown from 11, to 5 million 
in five years, and multiplied 
national awards from 1 to 
more than 40. Good salary, 
full fringe benefits. Diverse, 
well-balanced accounts. Fine 
climate for creativity and 
growth. Interested? Let’s 
swap resumes. 


Address: Alfred M. Cascino 
CW&A 201 East Franklin St. 
Richmond 19, Virginia 
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in that, by reaching a mass market, their 
influence is wider and more immediate. 
Packard has updated Veblen’s theories 
of conspicuous consumption and waste, 
popularized them from an academic to 
the practical level of everyday discussion 
of everyday products. 

This is a book that should be read: 

1) to understand the charges. 

2) to be able either to answer them or 
to help effect a change in ad practices. 

%) to be aware of the kind of data and 
view-point being soaked up by many con- 
sumers who read, with tongue in cheek, 
ad copy and claims. 


GRAPHIS ANNUAL 60/61. Edited by Walter 
Herdeg. Praeger. $15. 


9th annual has 832 illustrations, 97 of 
them in color, of the work of over 500 
artists and designers from 22 ccuntries. 
Includes everything from ads to house 
organs, magazine covers, tv, to calendars 
and Christmas cards. In all, 14 categories. 
Plus introduction by Leo Lionni, dis- 
cussing differences between Art and art: 
“Basically (the commercial artist’s) loy- 
alty is to the objectives of the job at hand. 
And so he must accept the value system 
ot a marketing society. While the painter 
generates high culture, the commercial 
artist, no matter how sophisticated his 
work, how flamboyant his personal signa- 
ture, performs on a mass-culture level, 
and within its limitations. . . . It is when 
formal style and conceptual content are 
fully integrated that commercial art is 
convincing, not only in its utilitarian 
function but as an art form as well.” 


MODERN PUBLICITY 1960/1961. Edited by Wil- 
fred Walter. Hastings. $9.95. 


This 30th anniversary edition includes 
examples from 28 countries, including 
some in Eastern Europe. Most of the 
work is from Germany, Japan, Sweden 
and the U. S. There is no separation ac- 
cording to origin. Result: An interesting 
juxtaposition of varied concepts and style 
in the same category. There are 70 color 
illustrations, more than 400 b/w. The 
work includes posters, press and tv adver- 
tising, direct mail, packaging, trademarks, 
show cards, record sleeves. 

Editor’s comments on the trends which 
have developed: “... Influence of good 
design in promoting better sales is, at 
last, being accepted by even the oldest 
of oldfashioned marufacturing firms.” 
On future trends: “Maybe the black and 
white advertisement will have declined 
in importance as color processing and 
printing becomes cheaper.” 


HLLUSTRATORS ‘60. Edited by Howard Munce. 
Hastings. $12.95. 


A permanent record of the best of current 
American illustration, in a book designed 
by Lester Beall and published for the 
Society of Illustrators of New York. More 
than 350 selections chosen by noted 
jurors (24 ADs and artists) for the SI 1960 
show. The current work of about 300 
artists from all over the country is shown 
mostly in b/w, always in clean layouts 
designed to show off the illustration as 
well as provide changes of pace through 
the book. 

The judges for each category discuss 
the caliber of the work submitted, any 
noticeable new trends, lacks and faults in 
contemporary illustraticn, and what they 
personally find to be the “greatest deter- 
rent in your efforts to edge into fresher 
directions.” Illustration categories are 
editorial, advertising, institutional, book 
and tv. ba 

There are also introductory articles by 
Harry Carter, George Shealy, Arthur Wil- 
liam Brown. Indexes. 255 pp., 1134x4” 
deep by 9”. 


WHO’S WHO IN COMMERCIAL ART AND PHO- 
TOGRAPHY. Director's Art Institute. $15. 


Hardbound collection of lists of artists, 
photographers, agents, studios, represen- 
tatives, art buyers. The last category is 
broken down into classifications: ad 
agency, book publisher, magazine, busi- 
ness. A complete reference, including 
both firms and individuals by name, ad- 
dress, phone, and categorized accarding 
to specialty, for both producer and buyer. 
More than 6000 names. 167 pp. 


LEE STREAMLINED COPY-FITTING HANDBOOK. 
Arthur B. Lee. $4.95. 


Comes with the Lee Streamlined Copy- 
fitting Gauge made of Vinylite. This fits 
into a pocket inside second cover. Con- 
tains 32 pages of Linotype and Intertype 
faces with complete alphabet showings— 
lowercase, caps and small caps —of all 
available sizes up to 18 point. The gauge 
scale to be used for linear character count 
is indicated next to each alphabet show- 
ing. Printed in 2 colors, 6x9 pages. 

The gauge, 5x9, has 40 scales, each of 
which can be directly applied to any type 
layout. Besides giving character count, 
its scales count elite and pica typewriter 
copy, agate lines and number of lines of 
body type from 4 to 18 pt. Includes: sim- 
plified computation tables for quick cal- 
culation of total characters in lines up to 

(continued on page 22) 





REPRODUCED IN 4 COLORS BY OFFSET LITHOGRAP OFFSET. 25 X 38—BASIS 80—500. PRINTED 18 UP AT 4000 IPH. 


This is International Paper’s 
Champiain, Coated Offset 


(it gives brilliant reproduction for volume lithographic work ) rurw pace . 
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' Season’s Greeti 
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What you should know about CHAMPLAIN COATED OFFSET 
—newest member of International Paper’s leading family of fine papers 


— PAPER you hold in your hand is 
not an expensive enamel. It is totally 
new Champlain Coated Offset. Its low 
cost makes it ideal for profitable volume 
work on closely figured jobs. 

New Champlain Coated Offset is a 
high-finish paper. It is coated by a pre- 
cision engineered formula that provides 
a level, uniform surface. A smooth print- 


® 


ing surface that gives improved definition. 

This press-worthy paper has a high 
bulk vs. weight ratio, a high degree of 
opacity, quick drying properties and fine 
folding qualities that also make it ideal 
for economical volume offset printing. It 
is excellent for resort folders, seed cata- 
logs, house organs, inserts, envelope stuff- 
ers, mailing pisces—any job where qual- 


INTERNATIONAL 


FINE PAPER DIVISION - NEW YORK 17, N.Y. 


ity and low cost are important factors. 

Ask your paper merchant for samples 
of new Champlain Coated Offset and its 
companion paper, new Saratoga Coated 
Book for letterpress. 

Your paper merchant will also be giad 
to give you information about the other 
printing grades in International Paper’ 


leading family of fine papers. 


PAPER 





JEC Report 


there’s always time 
0 do it over...” 


‘ .. Where alterations or revisions are 
» -cessary and time permits and where the 
tist has maintained his usual standard 
quality he should be given the oppor- 

( nity of making such changes.” 
—Article 5, Code of Fair Practice 


this era of RUSH! a new axiom has 
olved to the effect that “There is never 
ough time to do a job right but there’s 
a ways enough time to do it over.” That 
ury-up availability is the crux of this 
»nth’s case. 
An agency in another city contacted a 
» ‘ll-established art representative for two 
jaality illustrations for a newspaper 
ries. The subject matter and character 
sre defined by quite comprehensive lay- 
its and the artist completed the two 
jobs in reasonable time, sending them, 
as finished, to his agent who passed them 
on to the agency. 
After two weeks of silence the agent 
made a routine visit to the agency and 
was told the job had been done over by a 
local artist. They felt the original art was 
unsatisfactory in that the artist had failed 
to follow the agency’s specifications as to 
facial expressions, layout and reproduc- 
tion technique. The differences between 
the art used by the agency and that re- 
jected were minor and correctible, yet 
when the agent and the original artist 
complained, they were told that it was 
too bad, but the agency had made a num- 
ber of efforts to reach both the representa- 
tive and the artist by telephone. Having 
failed to contact them, the agency was 
forced to get a local artist and pay him 
a “handsome bonus” to complete the new 
illustration job on time, working day and 
night. 
In the resultant arbitration the agency . 
ET could not produce any layouts or neces aii eames 
to show what they had ordered from the CLIENT: CAST IRON PIPE ASSOCIATION 
artist and how it may have differed from 
what he delivered. Also there was no 
record of any kind to show that the 
factors. BE ag: ncy had made any effort to reach the 
samples HH artist or the agent, both of whom were 
_and its #§ available at their offices when supposedly 
Coated unreachable. The arbitrators held that 
even though the artist might have erred STE | e ad od EISER photography 
be giad he had lived up to his usual standard of 
quality, the agency had failed to give him 141 WEST OHIO STREET + CHICAGO 10, ILLINOIS - SUPERIOR 7-9717 
the opportunity to make corrections and 
the artist was therefore entitled to full 
payment. 
Ernest Brown, Secretary, JEC 


ART DIRECTOR: STANLEY PAUL 


REPRESENTATION: DICK HILL 


1e otner 
Pap a's 
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A VERSATILE GUIDE FOR 
PROFESSIONAL ARTISTS 


Quality 35mm Kode- 
chrome slides used on « 
daylight. enlarging illumi 
wator as artist's quide. 
High fidelity detail with 
added dimension of trans- 
perency color for accurate 
reference. Can be used 
flepped, projected or 
reproduced. Convenient 
compact, seves time and 
money. Send for details 
and sample slide on your 
letterhead 


GRAPHIC WORKSHOP, INC. 
60° Clevelanc Freet- Elyria, onis” 








'| THE PICTURE UNIVERSE, U.S. 
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ALPHA PHOTO ASSOC. INC. 
200 WS7 St NY 19 CI 5-1140 


a comprehensive photo service 
* @¢ * 2 e eenree *ef @ ee 


REPs of top New York studios . 
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130 characters for depths of 2 to 25 lines, 
a reference listing of 94 additional type- 
faces, with point sizes and lowercase 
scalings up to 18. 


CAMERA 1961. 
Edited by Tom Maloney. Holt, Rinehart & Win- 
ston. $10. 


The 25th anniversary issue of U. S. Cam- 
era’s annual includes a full color 4 ft. 
pullout view of Switzerland by Emil 
Schulthess, portfolios by Alexander Liber- 
man (from his book, the Artist in His 
Studio), Alfred Eisenstaedt, Roy Stryker 
(The Lean Thirties), William Klein 
(Rome), Harper’s Bazaar (March 1960), 
Evelyn Hofer (The Stones of Florence), 
Vogue feature editor Allene Talmey on 
Penn, Irving Penn (Moments Preserved, 
from his book of the same title). 

Also: Fashion aad advertising photog- 
rapher Frances McLaughlin-Gill and her 
sister Kathryn Abbe’s portfolios on chil- 
dren, a 25-year look at U. S. Camera, 
Photography at Mid-Century—selections 
from a George Eastman House exhibit, 
an article and photographs on Dr. Harold 
E. Edgerton and stroboscope. 

Photography in Space is a collection of 
notes and photographs of and by weather 


satellite Tiros 1, the Polaris missile, th 
U-2 incident, Lunik III (includes Ranc 
Corp. engineer Merton E. Davis’ analysis 
of the Lunik photos in which he refute 
science writer/space specialist Lloyd Ma! 
lan’s assertion that the Lunik photos wer: 
fakes). 


LETTER DESIGN IN THE GRAPHIC ARTS. Mortime 
Leach. Reinhold. $12. 


This book is a showcase of current desig: 
plus the designers’ reasons for it. Include 
lettering and type in ads, outdoor, pack 
aging, plus examples of creative letterin; 
—brushscripts, brush letters, calligraphy 
cut-out letters, etc. 

Also, a study of lettering and typ 
applications in advertising, with com. 
ments from Prof. G. W. Ovink, art con- 
sultant to Typefoundry Amsterdam; Ja): 
van der Ploeg, director of type desigr, 
American Type Founders; James Blake, 
Stephenson Blake, England; type design. 
er Freeman Craw; Ward Ritchie, Ande- 
son, Ritchie & Simon, LA, book designer / 
publisher; Robert M. Greve, presiden:, 
Lettering Inc.; Edward Rondthaler, di- 
rector, Photo-Lettering. 

192 pp., 11144” deep by 814, designed 
by Harvey Thompson. 





ARTISTS’ 
WATER COLORS 


A wide selection 
of transparent water 


and available in tubes, 
pans and cakes. 


pan not actual size 


YOU can afford 
that little 

extra IMPORTED 
quality! 


Canadian Agents: 
Californian Distvibutors: 


unsurpassed 
# equality. Classified 
m as to degrees of 


wire ino 


902 BROADWAY 


THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
THE SCHWABACHER-FREY CO., SAN FRANCISCO 


NCW! 


colors of 


reveals the biade. 


permanence, instruments. 


For ——y— 
accuracy and 


Her 


i i ee Ne. 10- fam Te 


for fine angle 
cutting, deep 
cuts, nerrow 
spots. 
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x-acto 
_ Aadage Knife 


@ Famous X-acte Knife Features! All the features 
of the famous interchangeable Biade X-acto Knife. 
Takes 3 styles of surgically sharp blades—specially 
designed for precise cutting and slitting operations. 


© So Safe! Crystal clear ‘‘See-Thru”’ Plastic Cap 
No mistaking it for anything 
but a knife when carried with other capped 


Always Convenient! Just clip it to your 
pocket and carry it with you everywhere. 


ment in efficiency, 
switch to X-acto! 


(Here’s an idea! The X-acto 
PenKnif ’ 


X-ACTO, INC. 

48-97 Van Dam Street, 

Long Isiand City 1, N. Y¥ 

Enclosed is $1.00. Please send 

me a PenKnife with the num- 
(specify #10, 12 or 16 
blade and free itiustrated 

catalog of X-acte precision knives, 

blades, and tools. 
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Typography is an attraction* gaa 
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The 
American 
College 
Dictionary 
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22 East Illinois Street / Chicago 11, Illinois 
960 W. 12th Street / Los Angeles 15, California 





THE AMERICAN HERITAGE PICTURE HISTORY OF 
THE CIVIL WAR. Editor in charge, Richard M. 
Ketchum. Doubleday. $19.95. 


DE 7-5611 


Bruce Catton’s narrative, illustrations 
plus their textblocks and captions, were 
more than 2 years in preparation. The 
monumental compilation has 836 illus- 
trations, a third of them in color. Text 
and art cover the war from start to fin- 
nish, include the time’s economic, politi- 
cal and social facets. Illustrations are 
from Winslow Homer, other known and 
unknown artists, Brady and other pho- 
tographers, contemporary posters, etc. 
Comprehensive index. 630 pp., 11” deep 
by 814. 

There is also a deluxe edition, specially 
bound, boxed, and in two volumes, at 
$25. 


WRIGLEY BUILDING CHICAGO 11 


ANIMATION ART IN THE COMMERCIAL FILM. 
Eli L. Levitan. Reinhold. $6.95. 


A type and illustration textbook, thor- 
oughgoing, on planning, production and 
filming. Includes a detailed exposition of 
producing a GE commercial, a glossary 
of terms, index. 


A HISTORY OF AMERICAN ART. Daniel M. Men- 
delowitz. Holt, Rinehart & Winston. $12.50. 


Comprehensive textbook on all forms of 
American art from pre-Columbian times 
down to the present, with 573 b/w illus- 
trations. 662 pp. include indexes of sub- 
jects and illustrations, and lists of selected 
references for each subject. 


AMERICAN HERITAGE. Vol..XI, No. 6. Editorial 
director, Joseph J. Thorndike, Jr. $3.95. 


In this issue’s articles and 115 pictures, 
of which 34 are in color: 8 pages of draw- 
ings by sailors of the 19th century; 4 full 
color pages of eagles in art and design; 
8 pink pages from barbershop papers of 
the Gay ’90s. 


LETTERA. Armin Haab & Alex Stocker. Hastings. 
3rd Ed. $8.50. 


A book of both classical and modern type 
faces, chosen for form, originality and 
usefulness. Includes original variations of 
classical forms, and “rediscoveries” from 
the 19th century, 62 alphabets, and over 
190 word examples of type from Europe 
and America, plus examples of highly in- 
dividual creation. Index identifies the 
faces, lists their designers and date of 
creation, foundry, printer, notes o1 
modifications. 
(continued on page 28) 
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serves agencies 


large and small 


with QUALITY 


creative QUALITY 
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television commercials 


200 East 56th Street, New York 22, New York... MUrray Hill 8-OO85 


16 East Ontario Street, Chicago 11, Illinois... WHitehall 4-5151 
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SUBSCRIBE NOW TO 





report 


CREATIVE ADVERTISING MANAGEMENT 


Subscribers to CAM Report are enthusiastic about it 
Many CAM subscribers have written us to say how important 
the semi-monthly newsletters have become to them already. 
Many subscribers, too, have ordered extra copies for their 
executive staff. (One studio alone has 8 subscriptions.) Only two 
subscribers have requested a refund—a remarkable record when 
you consider that many subscribers bought their subscriptions 
sight unseen, before publication. Obviously, CAM Report has 
done what its publisher said it would do. 


If you buy or sell art and photography, 
CAM Report is for you 
Subscribe now to the new business newsletter, written exclusively 
for you twice a month with exactly the news you want and need. 





TO BE MONEY AHEAD, TIME AHEAD, ON TOP OF THE FACTS, SUBSCRIBE NOW. 


CAM REPORT 19 WEST 44th ST., ROOM 509 NEW YORK 36, N.Y 


0 Yes. Send me CAM Report now, 24 issues for $20.00. 
(C0 Enclosed is prepayment in full. Please send me four bonus copies 
so that my subscription will run for 14 months. 


SUBSCRIPTION BLANK 





NAME 





TITLE 





ADDRESS 





city ZONE STATE 
CAM Report is published by the publishers of ART DIRECTION 





How to help 
a young artist get ahead 


The next time a “young hopeful” 
asks your advice about 

a job or a raise... 

teli him to mail this coupon. 








Albert Dorne 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 

So why not tell the next young artist who comes in and 
asks for advice to mail the coupon below. Jt will help him 
get ahead faster. 


gue ae am ema ee ae 6m am o® 62 2 ee 6 ae ee eee oy 








| Norman Rockwell FAMOUS ARTISTS SCHOOLS 
| denon Uilanes Studio 5264 Westport, Conn. 
| Harold Von Schmidt Send me, without obligation, information about | 
Fred lise the courses you offer. 
! Al Parker +o. a | 
a} — Miss 7 FLEASE- PRINTS 
| Austin Briggs Address 
| Dong Kingman 
Albert Dorne om sv a 
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BRAND 
NEW 


STOCK 
PHOTO 
CATALOG 


Largest, most comprehensive, all 
new catalog of photos specially 
created to meet the advertising 
and editorial needs of today 
and tomorrow is yours 


Absolutely 


FREE Limited Supply 





Write Dept. A 


EWING GALLOWAY “v0: 
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univers univers univers univers 

53 55 56 57 58 59 

univers univers | |univers | |univers | | univers | | univers 

63 65 66 67 68 

univers univers | | univers | | univers | | univers 

73 75 76 

univers | |univers| | univers 

83 Univers, a new concept in type design, 
was created to meet the growing need 
for consistency, unity and identity 

univers in modern design for printing. 











»s specially 
advertising 
of today 


rs 


mited Supply 


Lexington 


|. ¥. 17, N.Y 





All of the 21 variants in Univers stem 
from a single basic design, and the entire 
series was worked out to the last detail 
before a single matrix was cut. 

Through this approach, the well-known 
Swiss designer Adrian Frutiger has 
created a unique and total type concept. 
The first Univers series will be available 
from ATF Type Dealers within a few 
months. 


American Type Founders 
200 Elmora Ave., Elizabeth, New Jersey 
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on 
If 





8 


*E It being the not-too-often found combination of 
creative talent and complete service par-excellence. 
While we are neither the largest nor the smallest, 
Magee Studio offers the most to the art buyer that 
desires an individual treatment for his particular graphic 
problem. Remember — we thrive on it! Write or phone... 





MAGEE STUDIO + 360 NORTH MICHIGAN AVE., CHICAGO 1 - FINANCIAL 6-0944 
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booknotes 


(continued from page 24) 


ANIMAL DRAWING. Charles R. Knight. Dover. $2. 


Anatomy and action for artists. Written 
and illustrated by a master of animal 
drawing whose murals, paintings and 
drawings of prehistoric and modern ani 
mals are in all major zoological museums 
This is 147 pp. paperback edition o/ 
Knight’s Animal Anatomy and Psychol 
ogy for Artists and Laymen. Not a simpl 
how-to, but an artist’s description, ir 
large part text, pointing up importan 
details of emphasis, etc. 


APPENZELL PEASANT ART, Rudolf Hanhar 
Hastings. $19.50. 


Ninety-six illustrations of Swiss peasan 
art, less than half in color, plus commen. 
tary. 132 pp., 9x9. 


CANADIAN ART. Alan Jarvis, editor. Specic| 
issue on graphic design. $2. 


This issue was prepared with the help 
of the Art Directors Clubs of Montreal, 
Toronto and Vancouver, and the Society 
of Typographic Designers of Canada. 
Contents include 261 illustrations in all 
categories, including photography, tv, 
film, magazine covers, Christmas cards, 
packaging, trademarks, direct mail, as 
weil as the usual ADC show divisions. 
Managing editor Paul Arthur has con- 
tributed What Is a Designer, an examina- 
tion of the designer’s responsibilities. 
Available from Canadian Art, 77 Mac- 
laren St., Ottawa 4, Ont. 


THE ADVERTISING TRUTH BOOK. Morton J. 
Simon. Advertising Federation of America. $1. 


Second edition of a study by AFA asso- 
ciate general counsel Simon. Federal 
Trade Commission chairman Earl W. 
Kintner advises, in a prefatory note, 
that “until now there has been no single 
summary .. . of the basic guidelines 
(needed by advertisers) to improve ethical 
standards. . . . Should be valuable to the 
ethics committees of advertising clubs. 
... Furnishes an.outline of the basic rules 
applicable to all advertising as well as an 
excellent list of source materials...”. 
From AFA, 655 Madison Ave., New York 
21. 


A PICTORIAL HISTORY OF MUSIC. Paul Henry 
Lang and Otto Bettmann. Norton. $10. 


More than 600 b/w pictures which in- 
clude painting, sculpture, prints, draw- 
ings and photographs by important ar- 
tists. The text is an abridged version of 
(continued on page $2) 
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bis (briftmas, mend a quarrel Seek outa forgotten friend 
Dismus suspicion, and replace st with trust Writea love letter. 
Sharesome treasure Givea softanswer. Encourage youth Manifest 
your loyalty in word and deed Keep a promise Find the time Forgo 
a grudge Forgive an enemy. Listen. Apologize if you were wrong. 
Try to understand Flout envy. Examine your demands on others 
Think first of someone else. Appreciate Be kind; be gentle Laugh 
@ little Laugh a little more Deserve confidence Take up 
arms against malice Decry complacency. Express your 
gratitude Go to church. Welcome a stranger.Gladden the beart of a child 
Take pleasure sn the beauty and wonder of the earth Speak your love Speak 
it again. Speak st Shll once again. 















bristmas #s celebration, 
and there is no celebration that com- 
pares with the realization of its true 
meaning—with the sudden stirring 
of the heart that has extended st- 
self toward the core of life 
Then, only then, is st possible to grasp the significance of that firkf 
Chriamas—to savor in the inward car the wild, sweet music of the angel 
choir; to envision the star-struck sky, and ghapse, bebind the eyelids 
the ray of light that fell atbwart a darkened path and changed the world 


(benault Associates 





ENJOY! 


HAPPY! GREETINGS! 


MERRY! BEST! ENJOY! 





SOUR 


= ¢ aa = 





FRANKLY... 
E’RE SHOCKED: 


In the last three years, thousands of Graphic Arts 
executives wrote us for detailed information on our 
new, revolutionary camera and darkroom combina- 
tion, the STATMASTER. 


The excitement stirred up by the descriptive litera- 
ture, phone calls and personal demonstrations that fol- 
lowed these requests, emphasized to all that here, in- 
deed, was the most valuable adjunct to any Graphic Arts 
Department. They were convinced that STATMASTER’s 
versatility, economy, speed, superb reproduction qual- 
ity and ease of operation, far surpassed and outper- 
formed every existing type of photo-copy equipment. 


But...did they succeed on selling managemer:t? 


STATMASTER CORP. 


. Yes, many of them did! However, the shock came 
when we realized how many didn’t! 


Resistance to new ideas and products is natural... 
but not always practical. Why continue with ‘‘horse 
and buggy’’ methods and equipment? Why pay for 
mediocre quality, slow service, minimum, overtime 
and special service charges? !f you’re buying Stats, 
Photo-prints, Film or Veloxes on the outside... you're 
probably wasting thousands of dollars and hundreds of 
valuable ‘‘man-hours” per year! Why not let us prove it? 


Call in your Art Directors, Production Managers, 
Purchasing Agents, etc., and get the real lowdown on 
what STATMASTER can do for you. 


3552 East 10th Court, Hialeah, Fla. > OX 1-5730 
19 West 44th St., New York 36, N.Y. * OX 7-9240 





Art 


SIMPLICITY ... is more than a word with us. It governs 
our approach-pattern to five vital areas: 


CONTACT Our contact men are 100 percent respon- 
sible for their accounts. 


PLANNING How we plan a job is governed by the way 
the job is to be reproduced. 


— 


SIMPLICITY 


CREATIVITY Without lessening visual impact, we 
create art that is graphically practical. 


ART EXECUTION Our creed? “The simplest way is the 
right way." We follow it through the full range of 
art techniques. 


REPRODUCTION We maintain tight control over jobs 
right through the mechanics of reproduction. 


GRANT/JACOBY, INC. 





936 North Michigan Boulevard, Chicago 11, Illinois 


For the simplest solution to your problems, dial MOhawk 4-2055 


rection / The Magazine of Creative Advertising / December 1960 








FCS about the benefits of membership 
in the National Association of Art Services 


Association members 
meet every other 
month to discuss art 
studio management 
problems and busi- 
ness opportunities. 


Recent member meetings have 
been planned around such 
questions as, “Sales Strategies 
for Art Studios”, “Art Service 
Improvement”, “Studio Cost 
Accounting Procedures”. 


The Association is composed of New York 
area studio owners —founded in 1956 to 
study and improve studio procedures and 
practices. The Association aims also at 
helping develop close working relation- 
ships between art buyers and studios. 


Any art studio that has been in 
business for two years or more 
may apply for membership. 
Members include some of the 
largest studios in the country 
and many of the smaller. 


Members receive the month- 
ly letter, “Creative Advertis- 
ing Management” (published 
by Art Direction Magazine) 
— in addition to a bi-monthly, 
“Memo to Members”. 


Other areas of member 

benefits include: Industry 

Ethics Code, Collection and 

Credit Guide, seminar pro- 

Na 


grams, maintenance of in- 
dustry data and statistics. 


NAAS is the only organization of art studio owners in the New York area. Inter- 
ested art studios may phone or write for more information: A. M. Robinson, 
Executive Secretary, Circle 5-6291, 250 West 57th Street, New York 19, N. Y. 


THE NATIONAL ASSOCIATION OF ART SERVICES 
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booknotes 
(continued from page 28) 


Prof. Lang’s Music in Western Civiliza- 
tion, and was adapted by Dr. Bettmann 
who collected the individual illustrations 
for each period studied, and produced 
special picture-text units. Dr. Bettmanr 


_is a graphic historian, founder and direc 


tor, the Bettmann Archive, and collabo 
rator with Van Wyck Brooks on Ow 
Literary Heritage. 239 pp. plus source list 
of illustrations (of those not from the 
Bettmann Archive), and index. 


JOURNAL OF ADVERTISING RESEARCH. Vol. 1 
No. 1. Advertising Research Foundation. $10 tc 
nonmembers. 


First issue of ARF’s new publication is 
as other issues will be, written for the 
research practitioner and the researcl 
user and will cover new development 
abroad and at home. 

This issue includes How Incentives anc 
Subsamples Affect the Precision of Mai 
Surveys; Personality Characteristics 0 
Purchasers; Exposure and Communica 
tion Measures of Outdoor Advertising ir 
Britain; Differences Between Advertised 
and Medical Uses of Drugs. 

Copies are free to individuals of mem 
ber firms. From ARF, 3 E. 54 St., New 
York 22. 


THE STRATEGY OF DESIRE. Ernest Dichter. Double- 
day. $3.95. 


The president of Institute for Motiva- 
tional Research, on the whys and hows 
of applied psychology for mass communi- 
cation. In 314 pages he defends it, ex- 
plains the varied processes of research, 
its application, and dissects the public 
body upon which it is practiced. Read- 
able. 


EUROPEAN ART. Wolfgang Stadler. Herder & 
Herder. $7.95. 


English translation of a 1958 German 


| book which traces the development of 


European art, arranged according to 
countries and periods. Includes 450 illus- 
trations, 104 in full color, and a traveller’s 
guide to over 800 famous European places 
of art interest. Also: 8 maps, a biography 
section on 300 artists. 300 pp. 


A PICTURE HISTORY OF ENGLISH COSTUME. 
C. Willett and Phyllis Cunnington. Macmillan. $7. 


History of fashion, in summaries, cap- 
tions and 428 b/w illustrations shown in 
detail, a great many being photographs 
of early works of art. From the Middle 
Ages to 1949. 159 pp., 11” deep by 814. 
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MADISON 


AVENUE 
a4 AN DBOOK New York 22/$4.00, post paid. 


The new edition of this annual 
diary/directory, with sections on 
NYC, Chicago, Detroit, L.A., Miami 
and San Francisco is now available 
from Peter Glenn, 444 East 52 St., 





production 
bulletin 


new type 

line-caster (Nebitype), 
new chart-making 
system (Duchart), 
whiter papers, inks 


for plastics are introduced 


On paper: Original Topsham comes in 8 
colors: For example, Arthur Schroeder 
Paper Co. Inc., 420 Lexington Ave., NYC 
17... Idea Kit No. 14 now ready from 
Crocker Burbank’s Linton Div. Contains 
9 specimens from commercial runs using 
Linton bristols. For copies: Advertising 
Dep’t., Linton Bros. Div., Crocker Bur- 
bank Papers Inc., Box 460M, Fitchburg, 


_ Mass. . . . new sample book of Wausau 


Text and Covers from Wausau Paper 
Mills Co., Brokaw, Wis. . . . new, brighter, 
more fluorescent blue-whites are now 
available in seven major lines of paper 
manufactured by Eastern Fine Paper and 
Pulp Div. of Standard Packaging Corp., 
Me. They are: Atlantic Bond, Atlanti: 
Mimeo Bond, Atlantic Duplicator, At- 
lantic Offset, Manifest Bond, Manifest 
Duplicator, Manifest Mimeo Bond. New- 
ly designed wrappers are being used for 
ream: packages . . . new Pocket Encyclo- 
pedia of Paper & Graphic Art Terms has 
been published by Thomas Printing ?: 
Publishing Co., Kaukauna, Wis. $1 . . 

whiter converting paper has made po: 





Harvey Kahn 


Representing : 


Jerrold Schatzberg 


Bert Stern 


Al Herrmann 
Robert Kelly 
Bob Peak 
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The first is still the best! 


RELYON. 


Reproduction Paper 


sible more and brighter colors for fashion 
ensemble wrappers produced by Philadel- 
phia’s Wolf Bros. Paper is a Hollings- 
worth & Whitney specially bleached kraft 

.. a sulphite sampler end use chart for 
sulphite business paper is available from 
Kimberly-Clark merchants. Cover’s rec- 
ommend uses, finishes, weights and job 
rating for each paper for each printing 
and duplication process . .. new envelope 
features grain parallel to ends, 100% 
resin (no premature sticking) gumming, 
colorless seam gum, and high shoulder 
for bigger imprint area. Available in No. 
10 side, 25% rag. Gilbert Paper Co., 
Menasha, Wis. 


oo” 


Just clip this ad to your letterhead for your free samples 


High-opacity Relyon is unequalled for repro proofing. 
It reproduces clear, sharp detail with flawless defini- 
tion: Ludlow Papers, Ware, Massachusetts, Dept. AD 120 


Please send me test samples of RELYON 


3 ( ) Lightweight ( ). Heavyweight. 


Type notes: The Monomatic, automatic 
typesetter and casting machine, was intro- 
duced recently by Lanston Monotype 
Co., of Lanston Industries, Inc., Phila- 
delphia. It features a pneumatic keyboard 
designed for standard typewriter arrange- 
ment with lower case and cap alphabets— 
120 keys altogether —and simple hand 
justification. The casting unit has a larger 
matrix case with 324 matrix positions 
capable of casting all high-low spaces of 
any unit value, space for seven alphabets, 
a new pneumatic pump mechanism, and 
a divorced wedge operation employing 
‘ only one set-size wedge for each set size. 

Also introduced was Monotype’s Nebi- 
type Line-Casting Machine, casting 14 


For Your Every Picture Need erg beet Ke 


ating on a 9-second cycle. An 89 per cent 
PHOTOS « PHOTOS e PHOTOS e PHOTOS e« PHOTOS greater capacity is claimed for it. A wide 


e SPECIAL PHOTO ASSIGNMENTS / selection of matrices (Nebimats) is avail- 
able . . . Graforel, those 3D cork letters 


3 — a wi ee for signs, displays, movie and TV titles, 
nel et i, now in three new styles, Ogam, Scope, 
ee leet ’ and Giadius. For new catalog showing 
Sil thee ilies-Oteaten these and the whole line, Grace Letter 
ilitoye sn Co.; 77 Fifth Ave., New York 3, N.Y. 
Ogam is a slightly condensed, slender 
gothic. Scope is a heavy, extended, sans 
NEWS and FEATURE STOCK PHOTOS serif. Gladius is a medium weight copper- 
plate gothic. 





SURVEYS, RESEARCH and REPORTORIAL SERVICES 
. : ' Production notes: A new Velva-Glo fluores- 


ROP COLOR MATS cent silk screen ink specially formulated 
for adhesion to plastics now available 

from Radiant Color Co., 830 Isabella St., 
ALA and RADIO TRANSMISSIONS Oakland 7, Cal. It works with polysty- 
: rene, cellulose acetate, matte finish vinyls. 
COLOR TRANSPARENCIES Write for technical bulletin . . . Fab car- 
ton with metallic sheen was done with 
new metallic ink developed for large sur- 
] ) ’ ‘ face coverage. For data: Packaging Corp. 

W | ) ) W 1) R | i) | H () [ 1) \\ | I (‘ of America, 1632 Chicago Ave., Evanston, 
. 9 ° lll. .. . booklet about Hi-Fi color, method 

of getting uniform color newspaper ad- 
vertising by preparing inserts, from Mara 
thon, Menasha, Wis. . . . Duchart is a new 


Headquarters: The Associated Press Building 50 Rockefeller Plaza, New York 20, N.Y 








looking 

fora 

good 

coated 

utility sheet? 


TRY ALLIED’S NEW 
EXCELGLOSS OFFSET ENAMEL 


built-in runability at a moderate price 


Here’s a new sheet that’s really worth trying...and 
once you do, you'll find that EXCELGLOSS is ideal 
for all types of jobs which call for quality in a mod- 
erately priced coated sheet. 

But most important, EXCELGLOSS runs well. 
Its special fibre structure assures you of that extra 
advantage all Allied grades have—proven runability! 
Use EXCELGLOSS on one of your jobs... you'll 
like the results! 


ALLIED PAPER CORPORATION 





the 
Allied 


coated paper 
line 


For Offset: 

Cellugloss Offset Enamel 
Celiufold Offset Enamel 
Imperial Offset Enamel 
Excelgloss Offset Enamel 
Velour Offset Enamel 
Comet Colored Enamel 
Cellufold Litho C1S 
Cellugloss Litho C1S 
Monarch Litho C1S 
Imperial Litho C1S 
Excelith C1S 


For Letterpress: 
Celluprint Enamel 
Imperial Enamel 
Excelprint Enamel 
Velour Enamel 

Comet Colored Enamel 


Printers know...Allied’s built-in runability pays 
dividends by saving valuable production time 


One way to avoid running problems...to get those rush jobs off the press 
on schedule...to save time and money...is to print your work on stock that 
is made to run well. In Allied’s Coated Papers you get this advantage... 
this built-in runability which means less waste and less downtime. 

' Contact your merchant for samples of the Allied Coated Paper line. 
You’ll see that every sheet has the quality in appearance and finish you want 
...and once you’ve used them, you’ll know they run better! 


ALLIED PAPER CORPORATION 


Kalamazoo, Michigan 


lithographed on Allied Exceigloss Offset, 100 Ib. 
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ystem for making charts without ruling, 
rawing, painting, hand-lettering, meas- 
ring. It claims to cut chartmaking ume 
nd cost to 14. Developed by experienced 
rt studio men, it is a complete system 
ith manual, backboards, ready cut col- 
red bars, pies, etc., stock words, alpha- 
ets, calculating tables. System can be 
sed by art studios and advertising de- 
partments, is simple enough for any em- 
ployee to use. For further data: Duchart, 
ic., 20 E. 30th St., New York 16, N. Y. 
for copy of the catalog, send $2.75... be 
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“” Call Shigeta-Wright Associates . -° 


“4 
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For a better way to take care of your nest egg 
tal, to the people at Chase Manhattan 
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TE CHASE MUNNATTAN BARK 
silk screen from letterpress plates, that’s ee -SSeraToriscs 
the trick performed for Chase Manhattan 
Bank posters by Roycliff Associates Inc., 
N.Y.C. Negs for the screzn process photo- 
stencils were enlarged from Brightype 
films of the four-color process photo- 
engravings used in a C-M ad. Since only 
200 posters were needed, screen process 
proved most economical. The Brightype 
process made possible further economies 
by using existing art, avoiding need for 
additional color separating and regis- 
tering. * 


photographic * 
exhibit services 
panei mounts in all sizes 
light boxes to any size 
itinerary packing & shipping 


tv slides * 
16mm movie 
duplicates 
(optical or magnetic sound ) 








for busy layout men, 


2-headed designers 
color photostats 
(6-hour service available) 


in any layout size 


108 W. 24th St., New York 11 


WAtkins 4-8573 Cables: Labsbebell, N.Y. 


color prints * 
any size 
(from art or transparencies) 








JAZZ STREET. Photographs by Dennis Stock, text 
by Nat Hentoff. Doubleday. $6.95. 


A b/w collection of 130 pictures of jazz 
greats, in action, at home, in unguarded 
moments, posed. The photographic tech- 
niques are as varied—from straight shots 
dependent on natural composition and 


ATANTA subject interest, to designy closeups. The 

commentary, including identification of 

; scenes and notes on the artists shown, is 
CHICAGO in a separate section. 


PHOTO-PROCESS LETTERING . 
SALOON SOCIETY. Bill Manville. Duell, Sloan & 
Pearce. $4.95. 


DETROIT Collection of pieces by a Village Voice 


columnist who describes the life, times 


TORONTO and philosophies of Greenwich Village 
type cafe society. Designed by Alexey 
Brodovitch, mood photographs by David 


PITTSBURGH ro 


YOUR WAY! ou 


Headliners’ studios are now taking the country by 105 ANGEIES 


storm! Unique individual units are ready to 
service you lucaliy with New York's finest 
photo-process lettering styles. 


(Is your city on this list? Ad typographers, 
art studios, letterers: inquire about an 
exclusive franchise for your area!) + 


/) C Cover designer 
R. R. Roth, a freelance designer and 
artist, is a graduate of the University of 
nS Illinois. He also studied at the Art Center 
44 WEST 44 STREET, NEW YORK 36,N.Y.  - School. Since 1947 he has freelanced in 
Chicago and since 1955 has served as art 


director of Insulation Magazine, and 
Plastics Design & Processing Magazine. 
He is a member of The Art Directors 
Club of Chicago, The Chicago 27 De- 
signers, and The Society of Typographic 
Arts. His clients include Inland Steel 
Company, Kiwanis International, United 
Air Lines, Rand McNally & Co., Helene 
Pp oe re) T 0 & T A T % Curtis Industries, Inc. 

His work has received recognition from 
Graphis, Modern Publicity, and exhibi- 
suludaiiaias dutadertanian tions in woe Me and Chicago, also won 

a ; many other awards. 

Raggy mg oe AMERICAN As designer of all printed material for 


white...eneetetdad or B LUEPRINT Co the 28th Annual Exhibition of Adver- 
7 EAST 47> ST Plar 24 








_ _ yt ny! tising Art sponsored by the Art Directors 

: eae wad : Club of Chicago, he has used the emni- 
Cae ...cas eee . £ , be: bossed symbol, shown on the cover and 
insert preceding the Chicago show story, 
to integrate the pieces designed for the 
exhibition reflecting work initiated ‘n 
Chicago. ° 
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The method— Italian imports 
Neiman-Marcus style are advertised 
by the Dallas 
store in a series of inserts for New Yorker, 
Town and Country, and Vogue, then 
used for direct mail kits. This opening 
page and an inside spread is from 8 pager 
in New Yorker, 3 color (b/w, green and 
red), showing off variety of techniques. 
Credits: ADs/designers Milton Glaser, 
Seymour Chwast, Push Pin Studios. Illus- 
trations: product, Isadore Seltzer of Push 
Pin; men’s fashion, Harlan Krakovitz; 
women’s fashion, Norma Welliver. Photo- 
graphs: product, Sol Mednick; fashion, 


Jack Robinson. Copy: N-M_ natl._ adv. 
director Key Kerr, assistant Susanne 
Hulme, and Marcella Free. 


NAAS finds most companies 
don’, ..ave or want art dept. 


Sixty-eight percent of companies checked 
by National Association of Art Services 
do not maintain art staffs. Thirty-two 
percent do. But all in both categories pur- 
chase art outside. The survey was re- 
ported at a recent NAAS meeting by Dan 
Cassel, Comart Associates, NAAS vp, who 
conducted the study. 56 percent of the 
firms without internal art departments in- 
creased their purchases this year. Though 
60%, of these companies at one time con- 
sidered setting up their own art depart- 
ments, 96%, answered they were not 
currently contemplating such a move. 
Why? 

“Prefer greater flexibility and breadth 
of talent pool outside; own department 
could limit choice perhaps.” ““Too much 
specialization available on outside.” “No 
matter how many artists you have on your 
staff, you never have enough techniqués 
and styles... had our own art department 
and gave it up.” “Not enough internal art 
to justify full time salaries.” “Possibility 
of stereotype material.” 


internal satups 


The companies with internal art de- 
partments have an average of 8 men on 
staff. The answers ranged from 1 to 20, 
and one company, with a 300 man de- 
partment, was not figured in the average. 
The firm has several graphic, publishing 
and printing departments, though it is 
an industrial, not publishing, concern. 
The survey covered only industries and 
businesses not needing art in its own 
product, such as publishers and printers 
do. The survey concentrated on all pro- 
motion material, exclusive of packaging. 

Companies without art departments 
bought 55% of their art from ad agencies, 
39%, from art services, and 6% from free- 
lance artists. 

Fifty percent of the companies with 
internal art departments increased their 


art stafls, 25% decreased, and 25% were 
unchanged. Seventy-five percent of inter- 
nal art departments reported they did 
keep records and data to determine costs 
of maintenance, including supplies, sala- 
ries, etc. But 58% of these said their 
records were not broken down to show 
art costs for each promotion piece, or 
other items, with allowances for “up 
time,” revises, etc. 

creative inside, finish outside 

Most employ ADs and designers for 
creative inception and/or control, buy 
finished art outside. Most use internal art 
departments for internal art needs — in- 
side posters, house organs, etc. — and art 
services and agencies for promotion. A 
breakdown of some answers shows variety 
of setups. 

One firm employs 2 label designers, all 
media art is supplied by agency, promo- 
tion art by art service. Another said, “We 
maintain minimum supervisory art and 
production personnel —AD and _assist- 
ants.” This company bought 10% of its 
art from agency, 80% from art service, 
10%, freelance. 

Another with a one man staff bought 
50% of its art—layouts—from agency, and 
50% from art service. One firm has its 
own art staff for packaging, not for pro- 
motion. Art for all its media, except sales 
promotion, was supplied: by agency. An 
art service supplies its sales promotion. 
This company had its own art depart- 
ment at one time, but gave it up because 
“didn’t work out, too often need the serv- 
ices of specialists.” 
agency/studio percentages 

A firm with a 10-year-old art depart- 
ment has 4 ADs, buys all of its finished 
art from an art service, though an agency 
handles its magazine ads. A firm with 
18 artists, including ADs, retouchers, de- 
signers, illustrators, mechanical, bought 
20%, of its art from agency, 39% from art 
service. A company with one AD bought 
75% from freelance artists, 25% from 
agency. 

One company that employs from 8 to 
15 artists at .ifferent times, including AD, 
designers, mechanical, other, gets 50% 
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of its art from agency, 40% from art 
service, 10% from freelance. Another 
with a 10 man department—2 ADs, 2 de- 
signers, 6 mechanical, gets 70%, of its art 
from agency, 20% from art services. An- 
other with a 20 man department, all 
illustrators, has 95% of its art supplied 
by agency, 5% by art service. One firm 
with 4 ADs, 8 designers, 9 mechanical, 
freelances most of its sales promotion 
material to artists and studios. Staff de- 
signs packaging manufactured by the 
company. 

A firm that increased its art purchases 
by 10% this year, has 85% of its needs 
supplied by art service, 15% by freelance 
artists. The company is thinking of set- 
ting up an art department but only for 
“partial volume, assembly work, labels, 
etc.” 


NAAS to work with companies... 

The association is exploring ways in 
which it can offer service to company art 
departments, Cassel said. Plans under 
consideration include preparation of a kit 
which has advice on how to set up art 
departments; lists other companies’ ex- 
periences; notes the need of specialists 
who know the needs of the company, 
creative art and design, how to buy, how 
a studio operates; advises how to hire 
(this would include salary and expe- 
rience recommendations); recommends 
that company art departments should 
consist of AD and coordinating ADs, etc., 
who plan, follow through; a message 
showing that an art studio is a proven 
service, flexible and more complete than 
a company art department can economi- 
cally be. 


... with schools 


Leon Appel, Archer Ames Associates, 
in charge of NAAS advertising and public 
relations, suggested steps the association 
could take in working with art schools: 
providing guest lecturers, establishing a 
scholarship program for 2 or 3 students, 
recommending curriculum changes to 
help provide more practical training. 


Socony’s philosophy 

Guest speaker Stanley Dersh, executive 
AD Socony Mobil Oil, discussed his re- 
organization of his company’s art depart- 
ment. Before he came to Socony, many 
people — perhaps 14 — not art trained 
were individually buying art. Now a crea- 
tive graphic design/administrative group 
(Dersh and assistant) buys. The group 
may grow to 5. There is no studio set- 
up inside. Before reorganizing Dersh 
studied company art departments to de- 


44 


cide whether there should be a complete 
internal department, or just a creative 
sparkplug team, and found, in a 4 month 
survey, that most large companies pur- 
chase art from studios, keep a small staff. 

Dersh said an internal art department 
does not threaten art studios, rather it 
paves the way for art studios. He advised 
art studio people to know company art 
directors, since most companies still buy 
art outside. 





Soap opera in for General Foods 
a cheerful mood Kitchens combines 
colorful fresh art 
with copy aimed at the woman’s world. 
All ads in the campaign, though featur- 
ing different illustration styles, use same 
heavy blackline layout repeating logo 
layout. 
Credits: ADs William Muller and Marvin 
Mitchneck, Y&R. Artist Bud Simpson. 
Copywriter-Elaine Breakstone. 


From the alley Comprehensive ad and 
to the bar sales promotion pro- 
gram ties Seagram’s 7 
Crown to the bowling season. This 4 color 
ad painlessly integrates women and par- 
ticipant sports, growing theme in whiskey 
advertising. 
Credits: ADs Leslie Silvas and Sidney 
Rothberg, Warwick & Legler. Photogra- 
pher William Helburn. Models Christa 


Marie Vogel, Ward Purdy and John 
Quirk (the bartender). Copywriter Robert 
L. Edens. Head and sig by Photo-Letter- 
ing; text type, Baskerville. 


semear eomvameeanes | ~ ow o 


Controversial is Great Idea: 
a good word at CCA series now is ir 
$3 parts: ... of 
Western Man, . . . of Eastern Man, and 
Great Controversies. Another new thing 
for CCA is all-text ads, in designy layouts 
for business publications. This fire rec 
and yellow, blue and green spread open: 
the GC campaign. Quotations expres: 
opposite viewpoints, frequently of th 
same period. This ad presents argument: 
of environment vs. original sin affecting 
human nature. 
Credits: AD/designer Walter Reinsel 
Ayer. Watercolor by Jacob Landau. 


Galey & Lord pattern is to use un- 
usual perspec- 


tives and pose to dramatize men’s wear. 
This is a recent example, in color, from 
New Yorker. “McGregor,” product name 
set in plaid letters, is that product’s own 
logo. 

Credits: AD George Mecir, Johnstone. 
Artist Al Moore. Copywriter Marion Po - 
ter. Type, Century O. S. 
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KISLAV 


plus the prac- 
tical approach 
haracterize Kislav campaign. B/w ads 
show several product styles but in spare, 
striking layout, one theme apiece. This, 
‘don’t forget to vote,” has type ornament, 
outline letters and the theme copy line 
in gray. Top copy in white features logo, 
designed by AD, of cut apart and fitted 
Franklin Gothic type. 

Credits: AD Gene Garlanda, Gilbert. 
Photographer George Meluso. Copy- 
writer Rachel Rabinowitz. 


High fashion humor 


Reproduction 
of the painting 
highlights its 
technique—every brushstroke and line— 
to emphasize campaign theme of fine art 
and poetry. The artist has a reputation 
as painter as well as fashion and editorial 
illustrator. The piece differs from rest 
in the series in its simplicity of sub- 
ject. Artist worked with casein on gesso 
ground, using brush, sponge and palette 
knife for texture, heavily spray varnished 
tue 18x24 original when finished. Agency 


Painterly illustration 
for poetic copy 
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PM chose engraver and engraving tech- 
nique (gravure) different from rest of 
campaign. Sidelighting for color separa- 
tions. 

Credits: AD Bruce Melin, freelance visual 
consultant on Franciscan Dinnerware to 
Hixson & Jorgensen, LA. Artist Greta 
Elgaard. Copywriter Gena Melin, AE/ 
creative director of account. PM Herb 
Kessler. Type, always set in color to 
match illustration, is Caslon 540. Shaeffer- 
Shepher Engravers, LA, and Interna- 
tional Gravure Co., N. Y. 


Forti 
Buick brings you 


PZ THE CLEAN 1OOK ctectin 


eR 


Ist ads of the season Buick’s intro- 
class vs. mass ductory 5 pager 
emphasized car 
design with backgrounds and layouts to 
fit. Ford’s spread had hard sell, practical 
approach, left nothing to the imagina- 
tion. Both, in color, were among the ad 
pages which boosted Life’s Oct. 10 issue 
to $5 million revenue, said to be the first 
time a single issue of any magazine car- 
ried so much. 
Credits: Ford: AD Bill Strasser, JWT. 
Art, New Center Studio, Detroit. Copy- 
writer Art Montgomery. Type director 
Frank Powers. 
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Buick: AD Tom Heck, McCann-Erick- 
son. Creative director Joe Stone. Pho- 
tographer Steve Colhoun. Copy group 
head Andy Isaacson. Heads by Photo 
Lettering, text in Baskerville type. First 
page of 5 pager emphasizes car’s missile 
nose design, inside spread continues de- 
sign theme, shows side view of a Buick 
full size car parked nex: to full plane. 
Outside spread features Buick’s smaller 
car next to ship and sea, for atmosphere. 
Buick’s 2 campaigns this year—one fo 
each car size—will feature agency de- 
signed trademarks. Three joined dia- 
monds will appear on ads for full size 
cars (the 3 brands), 2 overlapping circles 
pierced by an arrow identify special size 
cars (“best of both worlds”). 


Photo tells it all A display for Utica 
for POP display Club beer is a stand- 

up board on which is 
a 34” 4 color offset reproduction of 8x10 
critically sharp color photo. Studio setup 
of vertical freezer door made to fit layout, 
frosted beer bottles and cans, Schultz and 
Dooley beer mug characters. Top type 
line is a separate easelback panel. 
Credits: AD Edward Blas, DDB. Photog- 
rapher Murray Duitz. 








Population explosion in shades of 
blue purple 


and red purple, for trade ad pointing 
out suburban audience of radio station 
WELI, New Haven. 

Credits: AD/designer Edmond P. Sulli- 
van, Langeler-Stevens, Orange, Conn. 
Designer Sarah Hargrove. 


Portland 
‘Telephone Directory 


JULY B60 


New Exatand Telepibor: 
and Teresa (Compa 








Full color for First overall illus- 


phone book covers trated directory 
cover for New 


England T&T features a basic design of 
warm and cool color panels illustrating 
products and activities of Maine. Back- 
ground was painted with a palette knife, 
smaller detail was overpainted in design- 
er’s colors. A brown and black version 
was done for 2 color process reproduction 
on smaller books. 
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Credits: AD William J. Gunn, Gunn Stu- 
dio, Boston. Designer/illustrator Eugene 
Lemery. Typography, Warren Devenny. 
Printer Courier-Citizen Prtg. Co. 


RETREATS.” Wh 


Perryman 
JESUIT CONTACTS ST. MARY'S COLLEGE ST. MARYS, KANSAS 


Tradition breaker Series of 2 col- 
in religious recruitment or miniature 

posters, 1134” 
deep by 9 wide, takes a broadly funny 
approach for a serious subject. This, 
to attract senior high school and col- 
lege students. Public relations director 
Fr. Francis J. Moynihan, S. J., of Jesuit 
Contacts, St. Mary’s College, explains, 
“We try to get across the idea that we're 
human, we can kid ourselves, we have a 
sense of humor. In short, that serving 
Christ is anything but the grim enterprise 
some people envision it to be. In fact 
most of us are pretty cheerful guys.” 
Credits: AD/copywriter Dennis M. Ken- 
nedy, Omaha. Artist Howard Shoemaker. 
Gothic type. Printed letterpress by Stand- 
ard Printing, Topeka, on 5 ply coated 
stock. 


Realism vs. mood in London 


campaign of atmospheres Fog makes 
both men’s 


and women’s raincoats. The male market 


is emphasized—though women are men- 
tioned in copy—in New Yorker’s b/w 
spread of commuters. Both markets are 
aimed at in mood sunset color shots for 
spread in NYTimes magazine. This also 
ties to Scottfoam, Princeton Mills’ fabric 
used in London Fog coats. 

Credits: AD Dominic Arbusto, Daniel & 
Charles. Photos: Dave Vine, color, Daily 
News staffer Pat Candido, b/w. Letters 
on commuters ad, Arbusto. Copywriter 
Bob Engelhardt. Century type. Franklin 
Gothic type in color for the color ad. 


Society of Illustrators 
show Jan. 24-March 4 


New York’s SI 61 will include a new 
category this year, experimental work, as 
well as commissioned or published illus- 
tration. This third annual exhibition, to 
be hung at the SI building, 128 E. 63 st., 
comes at the 60th anniversary year of the 
society. Show chairman is Leonard Jossel, 
associate chairman, John Groth. An 
executive preview of the show will be 
held. 


Six gold medals will be awarded to best 
in each of 6 categories. Certificates of ex- 
cellence will also be awarded illustrators 
and ADs. Selections will be based on 
originality and quality of execution. Only 
originals will be exhibited, except in 
the case of color illustration executed 
by mechanical overlays, when framed 
or matted reproduction proofs will be 
shown. 


Awards presentations will be held Jan. 
23 at the SI. Reservations may be made 
with the society. Each entry exhibited 
will be in “Illustrators 61” annual to be 
published by Hastings in the fall of 1961 
It will be designed by Nelson Gruppo, 
edited by Robert Fawcett. 

Each category will have its own 5 man 
jury of artists and ADs. Jury chairmen 
are Will Burtin, advertising; Otto Storch, 
editorial; George Krikorian, institution 
al; Bernard Quint, book; Louis Dorfs- 
man, tv/film; Allen Hurlburt, exper'- 
mental. € 
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upcoming designer 
James shade 


“ .. you can sell, even outsell in the majority 
of cases . . . without so-called hardsell tactics.” 
This is part of designer James Shade’s credo. 
He puts his theory to work in designing meat 
ads for Bradshaw’s market. 

Shade was 23 wher: he started graphic design- 
ing in June 1955. He free-lanced in the Los 
Angeles area until May 1958, doing photography 
and design, was an initial partner in Advertising 
Design Associates and corresponding secretary 
for Association of Graphic Designers. Two years 
ago he joined Teawell, Shoemaker & Lewi (San 
Diego) where he is Vice President and AD and 
primarily concerned with print advertising. He 
still works with some of his L.A. free-lance 
accounts. 

In his 5 years in the field, Jim has stowed 
away 43 awards from ADLA, AGD, TDC, 
AIGA, ADSD, ADC-NY, etc. and has had his 
work published in Graphis and shown in several 
West Coast museum exhibits. 


just a note 





YOU'LL FIND THEM BOTH AT THE LOWEST POSSIBLE PRICE 


BRADSHAW’S 





On September 29, Dodge will upset automotive applecarts all over the place. 
With. a compact Dodge called With a full-size Dodge called DARRS 
With a custom Dodge called POLARA Among the competition there will be 
wailing and gnashing of teeth. However, you will cheer. Low prices will be only part 
of the reason. See three great new ones from Dodge. At Dodge Dealers Sept. 29. , 


WHAT'S NEW...WHAT’S BEST 


Art Direction’s critic panel watches direct mail, displays, illustration, photography, 


packaging, newspaper ads, consumer and business magazine ads, posters, TV 
. uv” ’ 
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1) Newspaper ROP color 
in red adds to this interesting lettering 
treatment of apple. But color is not the 
only appealing attention compellant in 
this case, sheer good design came first. 
Ad is 5 cols. x 200 lines. 


Credits: BBDO, NY and Chicago. NY: 
AD Joe Tranchina, copywriter Si Costa. 
Detroit: AD Jim Hanna, copywriter Don 
Dolan. News Gothic type. Design/letter- 
ing of the apple and logos in body copy, 
by Jerry Campbell, New Center Studios, 
Detroit. 


2) Hall of learning 
symbol forms cover design for a com- 
pany’s scholarship program booklet. Two 
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bright accents are spotted as instructor 
and scholarship winner. 


Credits: AD John Massey, Container 
Corp., Chicago. Designer Ken Rang. 
Printer 20th Century Press. 


3) Mighty pen at U.N. 

Illustrations highlight Business Week’s 
story on the U.N. Battleground. Caught: 
such verbal swordsmen as Nkrumah, 
Nasser, MacMillan, and Nehru. Business 
Week and Sports Illustrated are among 
the too few magazines using illustration 
for interpretive reporting. . . . Another 
editorial trend: slowly but surely more 
use of special paper, colored and tex- 
tured, for magazine sections. Check Octo- 
ber’s Playboy. 
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Credits: AD Dick Wolters. Illustrator 


Joseph Papin. 


4) Dramatic visualization 

for Prell is a novel departure in shampoo 
advertising. Though this magazine bleed 
color page’s posterlike simplicity develops 
one idea in copy and art, attention to 
details achieved final impact. Adroit 
placement of green bottle to follow neck 
and shoulderline, full form of green 
droplet to suggest “extra rich”, emeralds 
for tiara. 


Credits: ADs Robert Pliskin, Gene Fede- 
rico, B&B. Photographer William Hel- 
burn. Torino type. 
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) ff If (like Sir Oliver) you're too old 

Uy, ™ to be a spy. And if (like Tien) 
you're too young to be a king, you 

; need somebody to bridge the gap. 


Enter Glenn Evans (Rod Taylor), 
newspaperman, who's just the 
right age to bridge such gaps. 
Exotic backgrounds courtesy of 
| authentic Hong Kong. 


| 7:30 PM GJ ON ABC 

























ADVENTURES OF 
OZZIE & HARRIET 


In the business world, they say 
you have to be ready to start at 
the bottom. But, wonders David, 
do you have to start this lowly in 
the presence of a highly regarded, 
also beautiful — secretary? 


8:30 PM @ ON ABC 















HAWAIIAN EYE 


A young man name of Alex, with 
a beautiful wife and a bundle of 
bad dreams already, hires out his 
~” I boat—unfortunately—for a night- 
_ mare cruise. Fortunately, Tom, . 
i 3 Tracy and Cricket are in the very 
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5) Distinctiveness 

in newspaper campaign for ABC TV is 
achieved with illustrations that are con- 
temporary, virile, varied and _ ideally 
suited for newspaper reproduction. 
Credits: 3 ADs on the campaign are Allan 
Buitekant, Leonard Sirowitz and Sid 
Myers. This example, which appeared 
with added bottom panel a large photo 
of Bing Cro. by, is by Buitekant. Art used 
throughout except for star specials. Top 
panel, by Gerry Gersten; second, Saul 
Lambert; third, Robert “ering. Copy- 
writers David Herzbrun, Robert Olson. 
PM Larry Scaglione. Franklin Gothic 
head, News Gothic body. 


6) Fantasy 

in each photograph in Charles of the Ritz 
campaign comes from grain, attitude of 
the situation. Picture quality is always 
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pure and simple, never dependent on 
cliches or fashion devices. This example 
in magazine ad series is in muted green 
and flesh tones. 


Credits: AD Ched Vuckovic, Rockmore. 
Photographer Don Briggs. Copywriter 
Lillian Gray. Type, Typo Script Ext. 


7) Traditional symbol 

in a new look for redesign program of 
Butler Brothers’ line of Thistle brand 
stationery. Bank pen symbol striped in 
copenhagen blue, with green overprint 
of background giving teal blue. Redesign 
program, which included a new BB trade- 
mark, labels, packages, won a gold medal 
in Variety Store Merchandiser Magazine 
competition. 


Credits: AD Morton Goldsholl, Morton 
Goldsholl Design Associates, Chicago. 
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Designers Goldsholl and John Weber. 
AD/production, Fred Cummings and 
Ken Meyers, Butler Bros. 


8,9) The non-house organ look 

Among today’s trends: look like some- 
thing else. The non-model model. And 
now the non-house organ house organ. 
The former for more realism. The latter 
for more vitality. Texaco liked what a 
designer did for Madison Avenue maga- 
zine, asked for the same touch for their 
stockholder’s magazine, “Texaco Star” 
and employee magazine, “Texaco Top- 
ics.” Above, two typical spreads. 


Credits: Designer/photographer Leslie 
Silvas. Design for Road to Ruin is one 
photo, left page positive, right page nega- 
tive. Political spread has cut from Bett- 
mann Archive, printed black on red. 
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10) Instant recognition 

for instant coffee is objective of ‘carafe’ 
package. Also has obvious reuse factor. 
Butter-Nut Foods plans to register the 
design as its trademark. An 8 week market 
test in San Diego — without advertising, 
promotion, or shelf position improve- 
ment—resulted in a 230% sales volume 
over the old jar (shown in the back- 
ground). 

Credits: Designer Jerome Gould, LA. 
Glass jar, metal lug cap, Libbey-Owens 
Glass Co. Paper labels by H. S. Crocker 
Co., San Bruno, Calif. 


11) Unorthodox tv 

A frame from promotion series for tv sta- 
tions. Animation in color and b/w, sell- 
ing different types of programs. All 20 
spots are done with felt markers, timed 
to music in amusing erratic manner. The 
original drawings are photographed with 
special animation timing, to retain fresh- 
ness lost in usual copying or tracing 
production. 

Credits: Creative director, Abe Liss, Elek- 
tra Film Productions. Designer Abe Ajay. 
Film director Pablo Ferro. Music, Larry 
Elgart. Voice, Carol Sloane. 


12, 13) 3 way filmstrip 

Little Herman’s Operation is a 17-min., 
35mm, color filmstrip. It works for public 
presentations where Blue Cross is ex- 
plained, for tv, and for training Blue 
Cross representatives. 


Credits: AD, Bill Lent; art, Lent, Connie 
Maltese and Ian Proctor; basic visualiz:- 
tion, Herbert C. Rosenthal, all Graphics 
Institute. Script, GI president Rosenth.! 
and Lee F. Block, mgr., public service 
div., Blue Cross. 





14,15) Direct mail merchandise ads 
Robertshaw-Fulton Control’s magazine 
page series, “Whose famous hands,” was 
reprinted and mailed with 3D pieces de- 
signed on ad themes. Subjects included 
baseball, bridge, music, golf. Market, 1200 
financial and business leaders. After 3 
mailings, 14 of list wrote letters endorsing 
the campaign. 


Credits: Baseball piece: AD Harry Jacobs, 
Cargill, Wilson & Acree, Richmond. Art, 
Iry Beatley and Charles E. Cooper, Inc. 
This has autographed ball from Warren 
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14, 15) 


Spahn, box leaf unfolds to show illustra- 
tion of Spahn as if pitching ball. Playing 
cards: 2 signature card decks from Charles 
Goren, with folder designed like giant 
card. AD Harry Jacobs, CW&A. Art, John 
Gilbert and Monogram Studios. 


16) Bright clean look 

for paint line uses K-Kress symbol and 
a matching background color for each of 
7 groups of paints. The K is used on all 
of the variety products sold at S. H. Kress, 
also appears on store fronts, counters, etc. 
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Credits: Designer Robert G. Neubauer, 
Fairfield, Conn. 


17, 18) Medieval flavor 

in contemporary composition of cover 
and illustrations for a 14th century reli- 
gious play. Entire text layout of book 
carries through the theme of linking 14th 
to 20th century. 


Credits: AD/designer Andrew Kner. Illus- 
trators James Higa and Harry Harringer. 
Display type, English Monotype Bembo 
and Garamond. Text, English Monotype 
Bembo. Yale University Press. 





19) Spectacular merchandiser 

Display, 10 ft. high, revolves while com- 
pass points rotaté vertically. Shopping 
basket design fits its location in self- 
service stores. 


Credits: Designer Interstate Boochever 
Corp., Fair Lawn, N. J. Made of tech- 
wood, wire and metal. Printed in 8 colors, 
4 of them fluorescents. 


20) Range of effects 

for over 90 Doubl-Glo Christmas mate- 
rials packs sold in U. S. and Canada. A 
complete redesign program included all 
corporate forms, NY showroom, packag- 
ing and product development. Packs in- 
clude die cut paper, labels, vacuum 
formed bubbles, cellophane overwraps on 
trays and folding boxes. All printed red 
and green with black produced by over- 
printing the 2 colors. 

Credits: Designers Harry and Marion 
Zelenko Associates. Cello wraps, Milprint. 
Folding boxes, Wm. W. Fitzhugh and 
Berles Carton Co. 


21) Informational, but not catalogy 
Four color insert for trade magazines fol- 




















lows Mine Safety Appliances Co.’s theme 
of products in use plus safety. A lot of 
products are shown here, though at first 
glance it seems colorful (yellows, blues, 
reds) action photo of men at work. Details 
are shown ‘in bottom right block of sim- 
plified artwork plus identification lines. 
Simulated authenticity was carried to 
such lengths as photographer cutting a 
hole in his studio floor to get effect of 
man going down manhole (left). 


Credits: AD Elmer Yochum, KMG, Pitts- 
burgh. Photographer Roy Kane, Richards 
Associates. Artist Tempo Studio. Copy- 
writer/AE Jim Ewing. Printed by Her- 
bick & Held on 80# Warren’s offset 
enamel. 


22) Carnival color and action 

give “fun” logk to series of embellished 
painted bulletins for Boston’s Stop and 
Shop stores. All the 20 ft. high by 60 ft. 
long (without trim) panels have movable 
designs. This example has multiplane 
brilliant fluorescent colors. Rotating disc 
creates receding vortex effect. Other bul- 
letins include fluorescent disc and hoop 

















moving counter to each other, square 
gears that mesh and rotate. 


Credits: AD Jacques DunLany, John 
Donnelly & Sons, Boston. Artists Wilson 
Hibble and Carl Engle. 


23) 3D filmstrip 

A full color filmstrip selling School Man- 
agement magazine to prospective adver- 
tisers uses a 3D effect, achieved by placing 
photographs of magazine’s material on 
art backgrounds. 


Credits: AD/designer producer/director 
Joe O’Hehir; cartoonist Bill Johnson, 
photographer Edward Dell, all of The 
Chartmakers. Narration, Sorel Booke. 
Agency, A. M. Robinson Co. 


24) Attention attractor 

in a minimum of floor space is a colorful 
3D carton stock carrousel which revolves 
4 full color food photos promoting 2 
products. 90” x 37”. Printed 4 color litho. 
Credits: AD Robert L. Elton, Pillsbury 
Co. Display construction, Reynolds Guy er 
Agency of Design, St. Paul. Producer 
McGill-Warner Co. 
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JUDGES 

Lee King, Creative Director, Edward H. Weiss and Company, 
Chicago 

Carl Regehr, Graphic Designer, Chicago 

Robert Wickersham, Leo Burnett Company, Inc., Chicago 

John Groen, TV Art Director, Foote, Cone & Belding, Inc., Chicago 

William Duffy, Vice President, TV Art Head, McCann-Erickson, 
Incorporated, New York 

Stephen Baker, Vice President, Senior Art Director, 
Cunningham & Walsh, Inc., New York 

Frank Johnson, Executive Art Director, Needham, Louis & 
Brorby, Inc., Chicago 


EXHIBITION COMMITTEE 

Kenneth R. Tauber and Robert Bruce Crippen, Co-chairmen 
John W. Amon, Jury Chairman 

Jack F. Holmes, Exhibition Chairman 

Clifford J. Feulner, Arrangements for Judging 

Orville Sheldon, Awards Presentation 

Robert Luchs and John L. McGehee, Publicity 

Norman A. Ulrich, Dinner Arrangements 

LeRoy Winbush, Staging of Awards Presentation 

Gerrit Beverwyk, Photography 


Randall R. Roth, Designer of Printed Material 


Paper: Vicksburg Tiara: 65 pound cover 
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After years of sponsoring a midwest show—with entries from 
Pittsburgh to Denver—the ADCC limited entries in its 28th 
exhibition to the area defined by local and suburban tele- 
phone directories. Object was to get a sharper image of the 
work done in Chicago, but Chicago, the show implied, is too 
large a market to fit inside a neat cubicle. Some of the judges’ 
comments: 

A “down-to-earth approach, with no nonsense” was found 
by Stephen Baker. Although art was characterized by “imagi- 
nation and freedom”, the atmosphere of the market was con- 
sidered more middlebrow than in New York. Mr. Baker 
found no great difference between New York and Chicago 
work. 

“Too much standardization” said Carl Regehr. Since ADs 
and designers don’t live in opaque bottles, they are influenced 
by the work around them. The result is a certain sameness. 
Outstanding, to Regehr, is Marshall Field’s advertising. He 
found most of the show’s creativity in editorial entries, no 
real Chicago look. 

Frank Johnson not only found no Chicago look, but felt 
the trend was “no trend”. Although he found the quality of 
work high, he found much standardization. 

TV judge William Duffy found a Chicago image in the 
“improved production aspects . . . greater control by the art 
director . .. coupled with obvious warmth and a sound, well- 
balanced approach to advertising.” 

Perhaps diversity of problems and of creative minds in a 
city the size of Chicago would make any area-wide look im- 
possible. Had a real Chicago image been found, it might 
only imply too many people applying similar solutions to 
different problems. 

In tnis sense Stephen Baker found both Chicago looks and 
New York looks produced in Chicago: Chicago down-to-earth 
approaches for Marlboro and Pillsbury and New York looks 
for Marshall Field and Renault. 

Of 1623 entries, 160 print and 28 TV made the show. The 
medal and merit award winners are shown here. A special 
awaid was made to Marshall Field for “their continuing sup- 
port and exemplification of the best in Chicago advertising 
art”. The show ran Nov. 22-Dec. 2 at the Prudential Building. 


en 


Chicago limits entries to “Greater Chicago area” to define the 
area image; the show was good but the local image was hard to find 


























































Bull addresses tv judges Duffy, John Groen, Robt. Wickesham. 
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Direct mail, medal 

AD, design: R. R. Roth 

Client: Lake Publishing Corp. 
Full-color campaign, medal 

AD: Thomas R. Gorey 

Photo: Ben Somoroff 

Agency: Needham, Louis & Brorby 
Client: Morton Salt 

Campaign, merit 

AD: James Sherman 

Photo: Rooert Koropp 

Agency: McCann-Erickson 

Client: Swift Co. 

Magazine ad, color, medal 
AD-:.Thomas Durfee 

Art: Nicolas Sidjakov 

Agency: Needham, Louis & Brorby 
Client Gummins Engine Co. 
Campaign, medal 

AD: John W. Amon 

Photo: James Braddy 

Agency: Needham, Louis & Brorby 
Client: Kraft Foods Co. 

Magazine ad, color, merit 

AD: Robert Dunn 

Photo: Shigeta Wright 

Agency: BBD&O 

Client: Conn Organ Co. 
Newspaper color ad, medal 

AD: Fran Foley 

Art: J. Bradford, W. Ray, R. Koropp 
Client: Marshall Field 


Newspaper, b/w, merit 

AD: Fran Foley 

Art: C. Schaeffer, C. Bacon, L. Bland 
Client: Marshall Field 


Newspaper, b/w-one color, merit 
AD: George Schneider 

Art: Peter Eaton 

Agency: Needham, Louis & Brorby 
Client: State Farm Mutual 
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with new Taystee Bread. New soft-baked 
Taystee is too good for anyone but people. 
Don’t be thoughtless. Buy it for everyone 
im the family. Send it to your friends in 
New Orleans. (By train?) It’s soft-baked 
for lasting freshness, you know. 
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the chronicle of a man and his genius 


By CHARLES BEAUMONT 
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Newspaper, b/w-one color, medal 
AD: Harvey Lund 

Agency: Chicago Tribune 
Client: Old Orchard Assoc. 
Small space, medal 

AD: Bernard Roer 

Art: Nicolas Sidjakov 

Agency: Young & Rubicam 
Client: Taystee Bread 

Editorial design, color, medal 
AD: Robert Vogele 

Art: Antonio Frasconi 

Agency: Robert Vogele Design 
Client: Ansul Chemical Co. 
Direct mail, merit 

AD: Ed Bedno 

Art: Ed Bedno, old engravings 
Client: American Osteopathic Assoc. 


Direct mail, dimensional, b/w, medal 
AD: W. Yale Wilson 

Art: Ed Bedno 

Agency: Jordan, Sieber & Corbett 
Client: Pitman-Moore Co. 


Editorial design, b/w-one color, medal 
AD: Arthur Paul 

Art: Misch Kohn 

Client: Playboy 

Editorial design, b/w, medal 

AD: Arthur Paul 

Art: Reid Austin 

Client: Playboy 

Editorial design, b/w, merit 

AD: Richard Thompson 

Art: Ron Bradford 

Client: Rogue 
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Displays, color, merit 

AD: Ed Oliver 

Art, design, photo: Morton Goldsholl, 
John Weber 

Client: Martin Senour 

Editorial, b/w, medal 

AD: Arthur Paul 

Art: Franz Altschuler 

Client: Playboy 


Editorial design, b/w, merit 
AD: Richard Thompson 
Photo: George Pickow 
Client: Rogue 


Editorial design, color, merit 
AD: Arthur Paul 

Art: Misch Kohn 

Client: Playboy 


Direct mail, color, merit 

AD: Morton Goldsholl 

Art, design, photo: Morton Goldsholl, 
John Weber 

Agency: Harshe-Rotman 

Client: Northshore Cong. Israel 


Poster, color, merit 

AD: Bernard J. Guild 

Art: Hope Taylor 

Agency: Foote, Cone & Belding 
Client: Chicago Tribune 


Poster, medal 

AD: Charles Walz 

Art: Herbert Leupin 
Client: Abbott Laboratories 
Direct mail, merit 

AD: W. Yale Wilson 
Design: Ed Bedno 

Photo: Rose & Mayer 
Client: Pitman-Moore Co. 
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TV, film, ltd action, merit 

AD: Charles Hacker 

Agency: N. W. Ayer 

Client: Armour & Co. 

TV, film, live, medal 

AD: Al Samuelson, Ted McCord 
Agency: Leo Burnett 

Client: Marlboro 

TV, film, ltd action, merit 

AD: Al Samuelson 

Photo: Ted McCord 

Agency: Leo Burnett 

Client: Marlboro 

TV, film, live & animation, merit 
AD: George Lundy, Thomas Thomas 
Prod: Pantomime Pictures, John Urie 
Agency: Needham, Louis & Brorby 
Client: Massey-Ferguson 

TV, film, live, merit 

AD: Willis J. Davis 

Agency: Needham, Louis & Brorby 
Prod: Jack Denove Productions 
Client: S. C. Johnson & Son 

TV, film, live, medal 

AD: Joseph Creaturo 

Agency: Needham, Louis & Brorby 
Prod: Lou Lilly Productions 
Client: State Farm Insurance 

TV, film, animation, merit 

AD: Ernie Pintoff 

Agency: MacFarland, Aveyard & Co. 
Prod: Pintoff Productions 

Client: Stewart-Warner Corp. 


TV, film, live & animation, medal 
AD: H. Holt, Mot. Pic. Dir. C. Ticho 
Art, des: C. Poland 

Client: Montgomery Ward & Co. 


TV, film, live, merit 

AD: Robert Tucker 

Agency: J. Walter Thompson 
Prod: Fred Niles Productions 
Client: Quaker Oats 

TV, film, live, merit 

AD: Art Lunn 

Agency: J. Walter Thompson 
Prod: John Colburn & Assoc. 
Client: Johnson Motors 

TV, film, live & animation, merit 
AD: John Wallington 

Agency: J. Walter Thompson 
Prod: Ross Wetzel Inc. & Sarra Inc. 
Client: Jos. Schlitz Brewing Co. 














JWT’s “Creative Marketing Center” 


































Having a miniature supermarket in their 
offices is a decided asset for J. Walter 
Thompson Co. ADs. They use it regularly 
for package and point-of-sale evaluation 
and ad photography. 

“Biggest feature,” reports AD Kent 
Hansen, “is that we can see our designs 
against the competition. Everyone on the 
account gets together on the suggested 
designs and irons out opinion differences 
on the spot.” 

AD Rudolph Dusek likes the Center 
for testing package colors and appearance 
—“how they stand up for general looks, 
shadow effect, etc.”—and the convenience 
of testing at his leisure. 

States sketchman Norman Robard: “I 
used it as a background for a record-keep- 
ing machine shot in a comp showing the 
product's use in chain stores.” 

Normal agency supermarket photo pro- 
cedure, JWT points out, requires ar- 
rangements with a suburban store, travel 
by agency personnel, models, photogra- 
phers, and display construction, and store 
use limited to pre-opening time and after 
hours. Changes can mean repeating the 
time-consuming procedure. “Here mer- 
chandise or displays are arranged to our 
convenience.” * 












1) Design Workshop: This Instant Coffee display was 
used in re-designing Chase & Sanborn’s new package. 
Scanning the shelves also helped in re-designing an 
Instant Tea package. 

2) Drugs-C tics Counter: “Shelf shipper” displays, 
identical with those in supermarkets, are judged “not 
on a desk top, but in true competition witk rival 
products.” 

3,4) Photo Studio; Available round the clock, the Center 
is a ready-made set for JWT talent. It is used for 
supermarket shots later incorporated into ads, also e 
for colored photos for clients’ collateral promotions. 

5,6) Testing Lab: Clients, ADs, AEs and agency marketing e 

teams use the supermarket mock-up to appraise 

point-of-sale material, such as this aisle-end display, 
also deal packs, counter displays, premium offers, 
case wraps and extenders, which are judged for shelf 
appeal, size, color, legibility and potential consumer 
impact. 



























“World’s smallest supermarket” 







serves ADs & clients 


as sales “lab” and photo “studio” 








New Super. Absorbent ScotTowels—The first paper towels 





your customers can use like cloth—anywere' 
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ITALIAN ADVERTISING ART 


Kim Taylor, Assistant Editor, Graphis 











































In spite of the increasing adoption in all countries of the 
same advertising styles and techniques, the interpretation of 
these is still subject to national characteristics. Italian adver- 
tising art, for example, is less weighty and sober than Ger- 
many’s. It has something of the élan and elegance of Feench 
work but shows more control, especially in typography, yet 
is less reasoned and cold than the Swiss. Italy has no long 
tradition of training in commercial art, so that its older 
practitioners have come from architecture and the fine arts. 
Though most Italian commercial artists today start and train 
in their chosen field, the influences of architecture and fine 
art still manifest themselves in the disciplined freedom that 
is characteristic of Italian advertising art at its best. 
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1) FLAviIo COSTANTINI: Fine illus- 
tration from house organ of Shell in 
Italy. 

2) Lora LAMM: Wrapping paper 
for Elizabeth Arden, Milan. The 
artist is originally Swiss but is long 
settled in Italy. 

3) LuiGi MONTAINI: Four-colour 
poster for United Artists film, Sepa- 
rate Tables. 

4) ARMANDO TESTA: Poster design 
for Olympic Games in Rome. The 
chest and arms of the runner show 
the Coliseum in Rome, Grey, ochre, 
red. 

5) EUGENIO CARMI: Cover of folder 
for a product to combat vertigo; an 
action painting. 

6) Srupio Bocceri: Black and white 
press ad for petrol. 

7) RiccarDO BATAGGLIA: Magazine 
ad in blue and brown on black 
ground for Columbia film, The Key. 
8) FRANCO Bassi: Magazine ad in 
grey and mauve for Olivetti data 
processing equipment. 
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HOW YOU CAN PRE-STARCH YOUR OWN ADS 





It’s great to be able to check ads to see how well they’ve been noticed, 

but how much better to check layouts, make sure of readership, in advance. 
The Art Directors Club of New York’s Research Committee has developed 
this readership check-aids series for you 


By Hoyt Howard 


What does a readership rating mean? As 
John W. DeWolf, of the G. M. Basford 
Co., has pointed out it’s possible to get 
a high Starch rating on a poor ad, but not 
possible to have a good ad with a low 
Starch noted. And as the Starch organiza- 
tion and other researchers make clear, 
this readership rating doesn’t measure an 
ad’s sales effectiveness. It is a measure of 
the first step in the ad-selling process. If 
your ad isn’t noticed by many, it can’t 
sell many. As a measure of whether your 
ad is at least off to a good start, the reader- 
ship (esp. noting) rating is vital. 


How does Starch rate ads? Field inves- 
tigators interview a small but balanced 
group of readers, going through an actual 
magazine with each interviewee. They ask 
these magazine readers if they saw this ad, 
this story etc. If they say yes, they are 
asked about pictures, text, signatures and 
other elements to determine which ads 
or stories they saw, read, etc. Investi- 
gators’ reports are then IBM tabulated. . 





The actual Starch report consists of a 
copy of the magazine with stickers pasted 
on ads, parts of ads, and stories. They 
show noted, reading and other percent- 
ages for complete units and key elements. 
(For a detailed description of this system, 
see Art Direction, June 1956). 


What other methods are there? Other 
companies such as Gallup-Robinson, 
Readex and Mills Shepard use other 
measuring systems, each with its own ad- 
vantages. Although the material selected 
for this series by the ADC Research Com- 
mittee was Starched, the basic analysis of 
the visual factors would have undoubt- 
edly been the same no matter which 
research organization had cooperated 
with us. 


What does Starch measure? Essentially 
two things. Did the ad get attention? 
Was it of interest? Starch doesn’t meas- 
ure sales effectiveness, nor whether the 
message penetrated, or what message got 





across. It’s important to know this be- 
cause a high rating can apply to a poor 
ad. The ad can entertain, stop, but fail 
to inform or even misinform. Other tests 
must be taken to measure success of ad 
communication. This means that some 
great attention-getters can be worthless as 
far as ultimate advertising is concerned. 


Do research findings help ADs? They 
help two ways. By telling the AD whether 
the ad got attention, whether it success- 
fully sparked the selling sequence. And 
by showing advertising and company 
executives repeatedly the importance of 
visual presentation. 


What are some research-proved factor: 
thet make a good ad? Mr. DeWolf ha 
made a careful study of this subject by 
visually comparing thousands of ads wit! 
different Starch ratings and determinin; 
their common denominators. The bi 
thing, he found, is Visual Magnetism- 
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Read Most 
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THI 
TUI 
BUI 


BINE DRIVE 


) 
x 
( 


3] 
"K-60 


Le A SS A ENS Te ee Oe 


OF CERO am ae ne, eae came rm 


BUICK’S ALL-TIME BEST-sturdy, trim, capable, quieter running, with the feel of 
utter reliability. TURBINE DRIVE—smoothest automatic transmiseion* yet devised. 

lag, no lurch because in “Drive” no gears ever shift. BUICK "60—a sound invest- 
ment. Three magnificent series: BUICK SSABRE-—the lowest-priced Buick, BUICK 
INVICTA—the high-performance Buick, BUICK ELECTRA~the finest Buick of all! 


seen- read seen- 

noted associated most 
De Soto M 72 (205)* 69 (235) 
1/9/60 


read 
noted associated most 
60 (1250) Buick M 63 (160) 63 (203) 13 (233) 


2/20/60 
Ww 52 (140) 47 (145) 


39 (1275) Ww 46 (124) 38 (126) 3 (100) 


* Figures in parentheses are Cost Ratio figures. 














the ad’s ability to catch and hold your 
eye as you glance at the page. In a high 
percentage of the cases studied, the VM 
rating corresponds to the Starch rating. 
An ad almost never gets a lower Starch 
than its VM rating. 


What does VM mean to the AD? You 
can’t go around Starching all your own 
ads. Too time consuming, too costly, etc. 
But you can give them a VM test right 
in your own studio or art department. 


What is VM made of? Big consideration 
is focal point of interest. Some translate 
this to mean big picture. But while most 
top-rated ads have big pictures, so do 
many lower-rated ads. How come? Chiefly 
it’s a matter of focal point of interest. 
This is true of layouts with many pic- 
tures and those with one big picture. 
To get people to look and start reading, 
you must have one point to start at. 
Usually it’s a big and good picture. Per- 
haps with news value. Or with human- 
interest appeal. Or drama. Or an eye- 
catching vanishing point. 


What about art vs. photograph? No hard 
rules here, although some people claim 
there are. The question isn’t art vs. pho- 
tography, but the nature of the ad prob- 
lem, subject, market, etc., and whether 
the art or photography has good VM. 
Quality, not technique, is the determin- 
ing factor. 


What about white space? It seems to 
run a poor second to large halftones, both 
in readership ratings and in the current 
success of big bleed pages. 


Does position of elements matter? Yes. 
It isn’t critical but it helps put the big, 
good picture at the top. The further down 
the picture, the greater the VM loss for 
the whole ad. When you want maximum 
attention, and when no other considera- 
tions outweigh this, put the picture on 


top. 


Does color pay? Four-color ads with the 
same VM as b/w ads get much bigger 
Starches. (DeWolf notes tnat unless cor- 
rectly used, second color can actually cut 
ratings). Whether full color pays is up to 
you to analyze in terms of whether the 
increased readership is worth the in- 
creased cost. 


Getting the most out of the big picture. 
Since the picture will dominate spacewise 
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and positionwise, it should be more than 
a stopper. It should tell as much of the 
story as a picture can without sacrificing 
VM. Don’t leave the story up to the copy. 
Too many people don’t get past the 
picture. 


What about bleeds? All things being 
equal, bleeds can boost readership. But 
a bleed can’t make a winner out of a 
poor ad. . 


Sure winners. News and human inter- 
est will improve almost any ad. Be sure 
it’s really news, and news that readers 
care about. In special markets ads can be 
aimed at specific reader-group interests. 
These vary from magazine to magazine. 

A creative man reading this may have 
his tongue way out in his cheek. He 
maybe feels he’s being replaced by a but- 
ton and that all magazine ads and stories 
will look alike. Nonsense. The common- 
sense information supplied by readership 
studies is no more confining than the 
standard page size or restriction to four 
colors. There are endless worlds in which 
to move and be Loth distinctive and effec- 
tive. Remember, this isn’t a research com- 
pany talking. This is a committee of art 
directors studying the subject for the 
benefit of all ADs. 


The Research Committee of the ADC of 
New York. Its past chairman for 4 years 
was the author. Its current chairman is 
Edward Cerullo, AD of True Magazine. 
Other members who helped compile this 
material for Art Direction are Russell 
Hillier (Carter & Galantin), and Mitch 
Havemeyer (Hoyt Howard, Inc., and 
former Hazard agency AD). In this Art 
Direction series, the committee offers ADs 
an opportunity to use Mr. DeWolf’s VM 
system for pretesting their own ads. 


What was done. To keep variables to 
a minimum, we concentrated on one page 
auto ads in The Saturday Evening Post, 
4 colors, men noting. (Other products 
and services are being studied and will 
be reported in later issues). Hundreds of 
ads were spread out on the floor at the 
ADC and arranged in order of rating. 
The effect is astonishing—something like 
a spectrum in which you see reds at one 
end, then oranges, yellows, etc., to violets. 

The ads grouped themselves, not as 
precisely perhaps as with spectrum colors, 
but there were obvious common denomi- 
nators for high-, medium-, and low-rated 
ads. 
The committee picked four typical ads 
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in the high, medium and low categories 
and analyzed each group for its common 
denominators. Shown here are the high 
rateds in auto ads. Accompanying the 
advertisements are a brief notation of the 
common denominators and the commit- 
tee’s observations. 


How to use these Starched ads. Clip 
them. Clip also the medium and low ones 
in subsequent issues—and those covering 
other products and services in the months 
ahead. Eventually you'll get a feel for 
them. You'll be able to put your own 
layouts next to them and analyze your 
work for critical readership-building fea- 
tures. There’s no substitute for your 
own judgment and taste, but this should 
help you where readership building is a 
primary consideration. 


The G.M. Basford agency, for example, 
has clipped aas for years and filed them 
by Starch ratings. Ads of a given rating 
may be tacked columnwise on a wall, with 
ads of the next rating next to them, etc., 
down the line. ADs can put their layouts 
up on the wall and forecast their reader- 
ship pull—their VM—with reasonable ac- 
curacy. You can do this yourself or you 
can use these committee reports in a like 
manner to help you pre-test your ads. 

If you have any questions or sugges- 
tions for the committee, please forward 
them to committee chairman Edward 
Cerullo, True Magazine, 67 W. 44th St., 
New York 36, N. Y. 


About the 4 ads shown: 

Four typical ads with high noteds. The 
technique for ADs doing auto layouts 
and wanting to predict readership is to 
piace their layouts (engraver’s proofs 
preferred) against these ads and see if 
they “look alike,” if they're in the same 
league. Some will say that they are just 
big pictures, but the layout in each case 
is really the area inside the big picture. 

Your first job is to fill that area with 
something interesting—something with a 
high VM. In almost all the top-rated ads 
in this study, the picture was big, had 
great VM, was on top of the ad. Equally 
big and good pictures showed up in 
slightly lower-rated ads under the head- 
line. 

As you go down the rating scale, as 
subsequent reports will show, you find 
either poorer VM in the picture or many 
srall pictures. Notice that logos, trade- 
marks and designed signatures in these 
top four ads are given the space that the 
reader, not the advertiser, prefers. * 
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Layout follows concept... 
and don’t let typographic vogues 
run away with your concept, 
advises DDB’s Ben Spiegel 





The best ads lay themselves out, ac- 
cording to Ben Spiegel, AD, Doyle 
Dane Bernbach. 

“Don’t start with a layout,” he ad- 
vises. “Start with the ad concept. Let 
the concept dictate the ad. 

“The better the concept, the better 
the layout, the better the ad. 

“Use your knowledge of graphics to 
carry out the concept, arranging units 
in a functional manner. 

“Don’t let current typography and 
layout vogues run away with the ad. 

“Too often an AD will become 2) 
enamoured with a typographical or 
layout trick and forget he has an idea 
to convey to the public.” 
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If you smoke, wear 


unlock doors, carry lots of pictures, 
Evening Star Set by Lavy suxton 
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“We're talking about the toe. We therefore 
show only the toe—BIG ... Typographically, 
copy comes down from the toe to give it 
further emphasis.” 

Copy talks about the various fine points of 
the pot. “We therefore show three views of 
the pot,” Mr. Spiegel points out, “in a simple 
arrangement to coincide with the copy.” 

A seldom used approach—an idea ad with a 
high fashion art illustration ... “Most fashion 
illustrations have a white background, so 
we get a fresher feeling with a black 
background.” - 

4) Copy and art complement each other... 
Horsey-set merchandise, in brim of lady’s 
riding hat, dramatizes headline, Brimful of 
new ideas. 

Simple, functional arrangement of units to 
follow same order as copy. 

6) Simple arrangement of wallet and type 

to facilitate reading of the numbers... 
Concentration of white space for dramatic 


2 


~ 


3 


~ 


On 
~ 


purposes. 

7) Softness is the theme ... “We enlarged the 
billfold several times,” says Mr. Spiegel, 
“to graphically illustrate softness.” 

8) Large piece of leather under merchandise in 


same proportions to dramatize two kinds of 
leather effect ... Brown on brown to create 
fashion feel. 
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COORDINATED 
PREWRAPS. .. 


National Distillers Christmas 
packages illustrate trend toward 
coordinating package designs 


with brand image 


“National Distillers’ 1960 gift packages, 
merchandised under the promotion 
theme, ‘Gifts with a Golden Touch,’ 
embrace over 35 separate prewrap varia- 
tions,” according to Herbert R. Loges, 
packaging director. “Each prewrap is 
individually custom-tailored to suit its 
brand’s character and image. Each em- 
ploys elegantly designed and vividly col- 
ored foil covered by removable brand- 
identification sleeves, some topped with 
ribbon bows. Decanter identification 
labels are printed on high finish, em- 
bossed gold foil.” _ 

Feature of the line is that the Old 
Grand Dad, Old Taylor 86° and Bellows 
Partner's Choice decanters were designed 
under the supervision of Count Sigvard 
Bernadotte, designer for Rosenthal China 
of Germany, Georg Jensen silver and 
Swedish glassware. He is the son of 
Sweden’s King Gustav VI and great-. 


grandson of Queen Victoria. The de- 
canters represent his first venture into the 
liquor design field. 
Prewrap Designs: Herbert R. 
Loges, supervisor of packaging, 
glass design & labeling for 
National Distillers & Chemical 
Corp. 
Bulk of Prewrap Artwork: 
BBC Associates, Inc. 
Decanters: Owens-Illinois 
Glass Co. 
Decanter Labels: Cameo Die & 
Label Co. 
Prewrap Foils: Milprint, Inc. & 
Reynolds Metals Co. 
Outer Brand-Identification 
Wraps: Milprint, Continental 
Can Co. & Specialty Papers Co. 
Bows: Star Bow Co., Shear-Prinz 
Associates & Chicago Printed 
String Co. 
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1) The “Royal” decanter for Old Grand 
Dad and its foil prewrap featuring high- 
and satin-finish gold and green filigree 
designs on a white background. The reg- 
ular bottle has its own prewrap. 

2) This is the first decanter for Old 
Taylor 86°. Its red foil prewrap has gold 
and black candelebra, white candle and 
a 2-toned bow. The brand is also mer- 
chandised in the regular bottle with indi- 
vidual prewrap. 

8) This decanter, in fifths, reflects “the 
tradition of dignity” of the Partner's 
Choice brand. Its prewrap block design, 
in 4 color process, uses varied type styles 
spelling out Bellows on one side and 
Greetings on the other. In the regular 
bottle size, the brand has another pre- 
wrap design. 

4), 5) Both the Straight Bourbon and the 
Blended Whiskey brands with the Old 
Sunnybrook label keep their “Great 
Whiskey of the Old West” image in pre- 
wraps with Western-flavored poster art. 
Conestoga wagons and cacti against sil- 
ver, gold, green, black and white decorate 
the Straight Bourbon prewrap. A differ- 
ent design and color scheme—ranch hands 
in silver, copper, red, white and black— 
identify the Blended Whiskey prewrap. 
Technically, both are 4-color jobs as sil- 
ver is the natural color of the mounted 
foil. 

6) Both Old Crow Bottled in Bond and 
86° prewraps employ the Crow silhou- 
ettes along with posterized illustrations 
of each side of the Old Crow 125th Anni- 
versary medallion. The Bond unit is 
green, gold and black on white with a 
green cellophane-laminated polystyrene 
bow. The 86° design is red, silver and 
black on white with a red bow of the same 
material as on the Bond. 

7) Main prewrap theme for Vat 69, de- 
signed in England, is composed of heralds’ 
gold trumpets and varied-colored ban- 
ners, each centered with a gold and black 
illustration of medals awarded the brand. 
Background is silver and white vertical 
stripes. * 
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Houston designs with paper 


Top pieces selected 

for Graphic Arts 

Hall of Fame emphasize 
paper colors and textures 


Three of the five top award winners in Houston's 
design and craftsmanship in printing competi- 
tion and many of the reserve award winners owe 
much of their effectiveness to creative use of 
paper. Other pieces used embossing and die- 
cutting effectively and with restraint. 

Most exciting or most craftsmanlike pieces 
were booklets, folders, annual reports—in the 
direct mail category. Ads and packaging design 
did not reach the same creative level. 

Here are five first award winners. 











1) AD, art: Vic Green 
Client: Montagu Hotel (menu) 
Printer: Premier Printing Co. 
(White Beau Brilliant cover was silk screened in 
black (type) and orange.) 


AD: Floyd Hoffman 

Art: Frank Lawyer, Floyd Hoffman 

Client: Caudill Rowlett Scott, Architects 

Printer: Wetmore & Co. 

(This booklet had a clear acetate cover over black 
antique cover stock, frosted paper opening page, then 


alternated cast coated sheets with light tan textured 
book paper. Cast coateds carried photographs, the 
tan stock diagrams and line drawings.) 


AD: Sue Barnett 

Art: E. J. Saccomanno 

Client: Hermann Hospital 

Printer: Sanborn Lithographing Co. 


AD: T. E. Ven Landingham 

Art: T. E. Van Landingham, E. J. Saccomanno 
Client: Atlas Pipe Co. 

AD: David Lemke 

Art: Hank Schilder 

Client: Pin Oak Charity Horse Show 

Printer: Hearn Lithographing Co. 

(Dark blue deeply textured stock, deckle edged with 
blue toned offset picture mounted on cover. Inside 
invitation on textured white stock.) 
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Creativity with paper... 


THE 


MARTIN 


COMPAN Y’S 
ANNUAL 
REPORT* 


Right paper choice, change-of-pace design & graphic 
skills help create a “new Space Age corporate look” 


Planning its 1959 report, the Martin Co., 
Baltimore, faced the problem of further 
identification as a leader in the expand- 
ing Space Age. Formerly a plane manu- 
facturer, now concentrating on missiles 
and rocketry, Martin wanted to project 
its new corporative character with au- 
thoritative impact in a picture of bigness, 
growth and diversification. 


Joseph M. Rowland, Corporate Direc- 
tor of Information Services, planned de- 
sign with AEs William C. Turner and 
Thomas H. McIntosh and AD James 
Steel, of Ketchum, MacLeod and Grove. 


“We had much to cover,” he explains. 
“We decided on a 26-page book, with lots 
of white space and fairly large photos 
and type. For the paper we specified 
real whiteness, ink affinity and opacity. 
Chosen was a Beckett 80-lb. high white 
text. For the cover we picked an 80-lb. 
Buckeye high white, for cover wrap- 


*Exhibited at the recent Annual Reports show, 
part of the continuing Library of Ideas, spon- 
sored by Mead Papers, Inc., at ite 230 Park Ave., 
New York, headquarters. 


around a transparent simulated parch- 
ment. 

“The paper choice, design, photogra- 
phy and printing, arresting die-cut fold- 
outs, color and effective operational 
narrative technique enabled us to project, 
authoritatively and with real impact, 
Martin’s new image.” 

Front Cover: Multi-color pictorial 
panels and symbols foretell and key in- 
side pages’ production-research discus- 
sions: A Circle for Missiles, a Triangle for 
Electronics, a Square for the Space Age, 
and an Inverted Triangle for Nucleonics. 
Text of the report is set in Times Roman 
and divisional headlines in New Gothic 
Bold. Typography by Davis & Warde, 
Pittsburgh. 

MissiLes SpreAD: Die-cut Missiles-Elec- 
tronic symbols are “peepholes” into Mar- 
tin’s panoramic Space Age world. Here 
the Circle, die cut in a black panel fold- 
out, opens to reveal vertical dynamically 
photographed missiles-in-action shots. 
The Triangle die-cut panel likewise 


-opens to shots of electronics activities. 


The report was offset by Graphic Arts 
Process Co., Detroit. 


ELECTRONICS SPREAD: Square and Inverted 
Triangle symbols are printed, not die- 
cut. The Nucleonics report starts with a 
%4rds-page while the right-hand page 
follows the Electronics spread’s pattern 
in that its Inverted Triangle panel con- 
cludes rather than introduces the section. 
Changing design pace gives the report 
progessive vitality and accelerated step- 
up. Symbols, this time in solid colors, also 
identify the 5-year statistical summary. 


InsiwE Back Cover: B/W symbols top 
the page while a colored sub-symbols row 
specifies Martin’s many activities. The 
major symbols are shown on a brown- 
toned map and inside each are the sub- 
symbols giving a clear-cut picture of 
how the company performs and where. 
Abstract art was avoided throughout the 
report in favor of factual, objective pho- 
tography. Of 28 pictures, all fairly large, 
including basics and repeats, only 5 are 
b/w. Color separation work was done by 
Bell-Hurtenstein Co., Cincinnati. * 
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SAN FRANCISCO'S 11TH 


This year’s 1800 entries in San Francisco's 
llth annual exhibition represented a 
50% jump from the 1270 checked in for 
the 10th show. About 150 of the entries 
were chosen. 11 of the 12 Awards of 
Honor are shown here. The 12th was a 
TV commercial for Tidy House Products 
Co., produced by David Fulmer for 
agency Guild, Bascom, Bonfigli. 

As usual, the outdoor poster selection 
also received the Foster & Kleiser medal. 
The selection in the Retail Newspaper 
Ads classification won the William Ran- 
dolph Hearst-San Francisco Examiner 
Memorial Award. 

The luncheon took place October 20, 
with the show running through Novem- 
ber 20 at the M. H. De Young Memorial 
Museum. Show chairman was William R. 
Cheney, AD, Erwin, Wasey, Ruthrauff & 
Ryan. Mr. Cheney reports: 

“This year the jury for the San Fran- 
cisco Art Directors’ and Artists’ Show 
really hung tough in its selection of final- 
ists from all categories. 

“Our plan was to make this the most 
selective show we have ever had because 
we feel all of us in northern California 
are best served by focusing national atten- 
tion on the very top work being done 


here. At the same time we wanted to make 
the final selections as truly representative 
of our creative output as possible. With 
the final selections being of this ultra-top 
caliber, it gives us all something challeng- 
ing to shoot for! According to the ground 
rules set forth for the judging, the word 
“good” was eliminated from the jury's 
thinking. “Outstanding” was substituted. 

“Our excellent jury of six was made up 
of top advertising practitioners. They 
were: Ralph Eckerstrom from Container 
Corporation of America; Bod Wheeler, 
Young and Rubicam’s Los Angeles Art 
Director; Ted Rand, Northwest Illustra- 
tor; Todd Walker, noted photographer; 
John Rolfe, creative director of Foote 
Cone and Belding, San Francisco; Cyril 
Magnin, president of Joseph Magnin Co., 
one of the nation’s outstanding retail 
advertisers. 

“Of course not everyone is going to 
agree with the jury, but we feel all will 
agree the selections are exciting and 
stimulating.” 

William R. Cheney 

Art Director 

Erwin Wasey, 

Ruthrauff and Ryan, Inc. 
Exhibition Chairman 


Magazine ad 

AD: John Flack 

Art: Robert Graham 

Photo: Harold Zegart 

Agency: Cunningham & Walsh 
Client: Qantas Airways 
National newspaper ad 

AD: John Flack 

Photo: William Brandt 
Agency: Cunningham & Walsh 
Client: Qantas Airways 


Retail newspaper ad 

AD: George Coutts 

Art: Bettey Brader Ashley 
Client: Joseph Magnin Co., Inc. 
Direct mail 

Art: Bruce Butte, William Hyde 
Client: Butte, Herrero & Hyde 


(Left) Show officials and award winners: 
Front row: Cyril Magnin (juror and 
president of Joseph Magnin Co.); William 
Cheney (AD, Erwin, Wasey, Ruthrauf & 
Ryan, and show chairman); Charlotte 
Stevenson, Stevenson Graphics; Alice 
Harth, freelance; Betty Brader Ashley, 
artist, Joseph Magnin Co.; Robert G. Hill 
(Advertising Manager, Columbia-Geneva 
Div. U.S. Steel, MCeed awards); Ralph 
Eckerstrom (Director of Advertising & 
Design, Container Corp. of Chicago, juror 
and luncheon speaker); 2nd row—Nelson 
Pollak, AD, Botsford, Constantine and 
Gardner; David Fulmer, Guild, Bascom & 
Bonfigli; Harold Zegart, photographer; 
Cal Anderson, AD, Cunningham & Walsh; 
George Coutts, AD, Joseph Magnin Co.; 
James Stettler, AD, Dancer-Fitzgerald- 
Sample; artists William Johnson and 
Harry Wysocki. Back row—John Flack, 
AD, Cunningham & Walsh; William 
Hyde, Butte, Herrero, & Hyde; Bruce 
Butte, BH&aH; John Wanek, freelance 
artist; Charles Wertman and Lowell 
Herrero, BH&H. 

(Right) Silent voting ... jurors inspected 
all entries in a classification at their 
leisure, they voted silently and without 
discussion before inspecting the next 
classification. 4 of the 6 votes were required 
for selection. The no-men: Rand, Wheeler, 
Magnin, Rolfe, Walker and Eckerstrom. 
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Point-of-sale 

AD: Jim Stettler 

Art: Bill Johnson 

Agency: Dancer-Fitzgerald-Sample, Inc. 
Client: California Canteloupe Advisory Board 


Poster 

AD: John Flack 

Art: Lowell Herrero 

Agency: Cunningham & Walsh 
Client: California Dairy Industry 
Magazine ad art 

AD: Cal Anderson 

Photo: Fred Lyon 

Agency: Cunningham & Walsh 
Client: Crown Zellerbach Corp. 
Trade periodical ad art 

AD, art: John Wanek 


Agency: Stevenson Graphics 
Client: Hogan-Kaus Litho Co. 


Direct mail art 

AD: Bruce Butte 

Art: Lowell Herrero, Charles Wertman 
Agency: Butte, Herrero & Hyde 

Client: Society of Designers & Illustrators 
Poster art 

AD: Jerry Huff 

Art: Harry Wysocki 

Agency: Botsford, Constantine & Gardner 
Client: Japan Air Lines 


Lettering 

AD: Alice Harth 

Art: Bill Hyde 

Client: Art Directors’ & Artists’ Club of 
San Francisco 





The show looks good to keynoter Arthur Lougee, 
club President Fred Pottschmidt, and show 
chairman M. R. Rhoades. 





Benton, Paccione, Massey 


jazz background 
and tape commentary 


enliven presentation of 


CINCINNATI'S Sth 


Among AD clubs one of the year’s trends 
seems to be to have the same jury screen 
and judge. Another trend is toward higher 
standards, fewer medals. Both these direc- 
tions were evident in Cincinnati’s 9th annual 
exhibition. 

More than 700 entries were weeded down 
to 105 hangings and 18 awards by three-man 
jury of Onofrio Paccione (Grey Advertising, 
N. Y.), Robert Benton (Esquire) and John 
B. Massey (Container Corp. of America, 
Chicago). 

Instead of the usual slide presentation, the 
winners were put in a color film with a jazz 
music background and taped commentary. 

The show ran at the Art Museum of Cin- 
cinnati. Keynote speaker at the awards lunch- 
eon was NSAD President Arthur Lougee. In 
line with new NSAD policy, a Best-of-Show 
piece was chosen. Of the 10 pieces shown 
here, 8 were top award winners, the other 
two won merit awards. 
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CNCE NATE ENQUIRER INC. ANNUAL REPORT 





Artist: Lawrence Zink 

Studio: Frank Hulefeld Assoc. 

Art Director: Fr. Ulmer Kuhn OFM 

Advertiser: Franciscan Fathers, Province of 
St. John Baptist 

Best-of-Show 

Studio: Rhoades Studio 

Art Director: Frank Bertke 

Advertiser: Art Directors Club of Cincinnati 

Artist, AD: William Sontag 

Studio: Rhoades Studio 

Artist, AD: Bruce N. Blackburn 

Advertiser: Omicron Delta Kappa & Mortar 
Board 

Studio: Rhoades Studio 

Artist, AD: George J. Tassian 

Agency: Farson Huff & Northlich 

Advertiser: Small Equipment Co. 

Photographer: Edward E. Betz, Jr. 

Studio: Marsh Photographers, Inc. 

Art Director: Vernon Rader 

Advertiser: Procter & Gamble Co.—Moonbeams 

Artist, AD: Stan Brod 

Studio: Rhoades Studio 

Advertiser: Ruth & Stan Brod 

Photographer: Edward E. Betz, Jr. 

Studio: Marsh Photographers, Inc. 

Art Director: Robert Helmich 

Agency: Stockton West & Burkhart 

Advertiser: Cincinnati Enquirer 

Artist: Bruce Turner 

Studio: Lipson-Jacobs & Assoc. 

Art Director: Charles Jacobs 

Advertiser: Wm. S. Merrell Co. 

Artist: Noel Martin 

Advertiser: The Champion Paper & Fibre Co. 








more photography 


Ih Spokane’s LECH operon ccs caves a nore 


PRESENT THE 1960 HONORS DAY CONVOCAT 
. , ' TUESDAY MAY 10, 1PM WILSON AUDITOR 
After 12 years of running their show cooperatively 4) toe 


with the Advertising and Sales Associations, the 
Spokane Society of Art Directors went it alone this year. 
The result was a smaller but a better show from 

their viewpoint. The 200 entries were judged by the 
Utah Advertising Artist’s Association. Chief trend 
noted was increased use of photography. Two 

of the ten top winners shown here are photographic. 
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Best of show 


AD: Robert Goodman 

Agency: Pacific National 

Client: Potlatch Forests Inc. 

Best use of photography 

AD: Donald Nepean 

Photo: Kermit Poorman 

Client: Spokane Society of Art 
Directors 

AD: Keith Oka 

Agency: Showacre, Coons, 
Shotweil, Adams 

Client: Pacific Coast Plywood 

AD: Eugene Bellos 

Agency: Soderberg & Cleveland 

Client: Rosauer’s 

AD: Glen Davis 

Client: American Sign & 
Indicator Co. 

AD: John Thamm 

Client: Corporate Image 

AD: Jack Rogers 

Agency: Showacre, Coons, 
Shotwell, Adams 

Client: Bernard’s 

AD: Eugene Bellos 

Agency: Soderberg and Cleveland 

Client: Brownie Baking Co. 

Art: Barbara Lindsley 

Agency: Contemporary Adv. 

Client: The Ken Moore Co. 

AD: Robert Goodman 

Agency: Pacific National 

Client: Potlatch Forests, Inc. 
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THE CORPORATION 


10th International Design Conference asks if there is room 


Paul A. Fine Eliot Noyes 


At Aspen you arrive with answers and 
leave with questions. 1960's questions con- 
cerned the designer’s role in the corpora- 
tion and whether professiona) discipline 
is preferable to individual inspiration 
when the one must make room for the 
other. 

1960's give-and-take under the big tent 
was the first since conference founder 
Walter Paepcke passed away in Chicago 
last April. As in the Ist IDC, the 10th was 
more of an inquiry than a conference 
seeking immediate solutions. It was the 
kind of inquiry that shakes up once fresh 
ideas now hardening into conclusions 
more adaptable to the past then to the 
present or future. 

Some of the best unanswered questions 
were asked by Joseph McGarry toward 
the close of the final day. Reminding ar- 
tists and designers that creativity was not 
exclusively theirs and attacking designers 
for their superficial attitudes, he asked: 
“What are you designers in business for? 
Are you in it for kicks? Are you serious 
about what you are doing? Where do you 
want to go? Can you get there from here?” 

And C. Northcote Parkinson, whose 
chief role was to ask questions, asked: 

“Are we in a position to seize oppor- 
tunities when they arise? Do we have the 
prestige? Will people heed our advice? 
Are we high enough in the organization 
to make our view heard?” To these, he 
had one answer, “No.” 

Why? “Because we lack discipline 
among ourselves.” It was suggested that 
doctors, lawyers; and engineers have 
greater prestige because “Behind the 
training and behind the professional dis- 
cipline is a broad agreement on essentials 
... Generally speaking, the same question, 
addressed to different members of a pro- 
fession, will produce the same answer 
from each. And the public esteem in 


Leslie Julius Paul Reilly 


which the profession is held depends to 
a large extent upon this being so.” 

The clash with the subjective, per- 
sonal-inspiration oriented artist was ob- 
vious. Parkinson’s new law advises disci- 
pline. “On the one hand you have the 
claims of professional discipline. On the 
other hand you have the claims of the 
individual artist. The choice . . . the likeli- 
hood of being listened to as against the 
artist’s freedom to express himself. My 
advice is to move rapidly towards the 
establishment of a professional discipline 
...train their (designers’) successors in 
an accepted tradition, set their profes- 
sional standards and establish their pro- 
fessional examinations.” 

IDC’s discussion was in three cycles: 1) 
The identity of corporations; 2) The 
identity of design; 3) The future of design 
in a technological society. 

Conference Chairman Bill Tara (Los 
Angeles and Detroit advertising consult- 
ant) advised, “This is a conference not 
about things, but about ideas.” He quoted 
Paul Keye: 

“There are two worlds...the world 
of things and the world of ideas. 

“Most people live in one or the other. 
But, you have to live in both. 

“All of us can laugh at the absent- 
minded professor who can comprehend 
the 4th dimension, but stumbles over a 
chair. 

“But, what about the man who can 
walk around a chair and trip over an idea. 

“Is that funny too? 

“Not very. Because, maybe the success 
of mankind depends on keeping those 
two worlds stuck together . .. blended... 
communicating. 

“And, that’s what you're here for. 

“Not by accident. By design.” 

Program chairman George D. Culler 
(painter, printmaker, Associate Director 





AND THE DESIGNER 


for innovators in our 20th century technology 


. Northcote Parkinson Olle Eksell 


San Francisco Museum of Art) distin- 
guished between creativity and innova- 
tion. “The creative process is the ability 
of the human mind now and again to fuse 
aspects of experience into a new relation- 
ship, to achieve a new insight, an enlarge- 
ment of understanding. Wherever it may 
occur... the idea is a force let loose, not 
thereafter to be recalled. ... It is perhaps 
fortunate that human beings are only 
very rarely creative. Society absorbs new 
ideas slowly. And it may be that for the 
purposes of this conference, we should 
save the word creative for those rare and 
brilliant insights...that burst on the 
world from time to time, upset old no- 
tions and illuminate new vistas for man.” 
Mr. Culler suggested that for the more 
modest and day to day making of new 
combinations to solve problems the word 
“innovator” be used. And the big ques- 
tion he asked of the conference was: 
“What are the opportunities and limits of 
action for innovators in the 20th Century 
Technological Society?” Some of the an- 
swers and questions developed were: 


what! no principles? 

Joseph McGarry, like Parkinson, de- 
plored the confused image designers have 
made of themselves and the lack of pro- 
fession-wide principles. The designer, he 
says, “lives on his ability to change things, 
even though he knows that change is not 
always an improvement. The commercial 
requirement of styled obsolescence 
clashes with his professional pride.” 

To the designer who thinks he is mis- 
understood, Mr. McGarry thinks the shoe 
might be on the wrong foot. The designer 
complains he is working at too low a 
corporate level, that he should be a policy 
maker. But, “It is not an uncommon com- 
plaint among businessmen that the de- 
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signer they hiréd to improve a package 
presented a proposal that would have 
obsoleted his whole warehousing and dis- 
tributing system ...it shows that he has 
not yet found his true place in business.” 


a faddist movement in design... 
“With nearly one million active corpora- 
tions in the United States, all of whom re- 
quire some services from a designer, he 
has relatively few instances to show where 
his full influence was felt. Where once he 
had to prod and plug for change, he now 
finds himself caught up in a world chang- 
ing so fast that it is using up his ideas 
faster than he can create them and is en- 
couraging a faddist movement in design.” 

Joseph McGarry, 

Vice President, Public Affairs 

International Minerals & Chemical Corp. 


a British Vance Packard? 
With all the unanswered questions being 
bounced around under Aspen’s tent, 
Leslie Julius answered some that weren't 
asked. Like Vance Packard, he deplored 
economic waste resulting from corporate 
greed. From London he saw both our 
coasts. “Large areas of Los Angeles are 
sinking into the sea because of the re- 
moval of oil from beneath its foundations 
. . whilst the whole of the Eastern sea- 
board, which is becoming one vast indus- 
trial urbanized area, is being salinated 
because of the removal of its fresh water 
resources.” Mr. Julius also deplored small 
businesses being squeezed out by the cor- 
porations. 

Ultimately he sees industry demanding 
ever greater markets, encouraging popu- 
lation explosions and further depletion 
of our resources. This is akin to Packard's 
argument in “The Wastemakers” (Mc- 
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Kay, 1960). Julius thinks architects, town 
planners, designers and thinkers must 
come to the rescue. He asks, and answers: 
“Will industry cooperate? I doubt it.” 

Leslie Julius, 

S. Hille & Co. Ltd. 

British furniture manufacturer 


profits plus social obligation... 

If Joseph McGarry seemed to advise de- 
signers how they could help corporations 
make bigger profits, and Leslie Julius tag 
corporations as social evils, Dr. Traugott 
Malzan suggested profit-making and so- 
cial responsibility were compatible. 

“We should be lenient toward large 
corporations . . . they have to make profits 
to exist. If they produce products that 
won't sell, nobody profits, the designer 
included ... Industry must serve both a 
civilizing and cultural purpose. It must 
acknowledge its sociological obligation.” 

How it could do all this while manu- 
facturing genocidal weapons was won- 
dered aloud by John Meehan of the 
Martin Company. 

Dr. Traugott Malzan, 

Heads Radio, Phono, TV Dept. in 
Communications and Design Div. of 
Max Braun, West German 
manufacturer of electrical 
appliances. 


@ corporation is like a painting... 

After the representatives of large, me- 
dium and small corporations had had 
their say, one of the first to offer the view- 
point of the designer was Eliot Noyes. To 
Mr. Noyes a design program for a corpo- 
ration is useful and valid only if it at- 
tempts to identify the character and 
meaning of the company in context with 
the more significant aspects of our society 
and economy. Most so-called ‘corporate 
image’ programs, -he finds, deal in syn- 

















thetic images and so are as superficial as 
wallpaper. 

“A corporation should be like a good 
painting; everything visible should con- 
tribute to the correct total statement; 
nothing visible should detract ...such a 
program can help a corporation think 
more clearly about its goals.” 


designers’ obstacle course... 
Some corporate blocks to design effective- 
ness listed by Noyes were: 

e key executive exercising personal es- 
thetic preferences irrelevant to the 
problem 

e introduction of “other” designers 
into program destroying concept’s 
single-mindedness 

® committees (A camel is a greyhound 
designed by a committee) 

@ too much research reliance (you 
might get Edselled) 

e budgets 

difficulty of contact with key people 
@ autonomous subdivisions 
Eliot Noyes, architect, 
industrial designer, and 
Consultant Design Director 
for IBM 


designers must know more... 
“We designers must know more, we must 
collect and formulate our knowledge so 


that we can take our place alongside econ- 
omists and technicians as comrades and 
helpers and not as opponents. Economists 
and technicians have a decided advantage 
when it comes to factual arguments and 
results. They...operate in a field in 
which values can be measured. But what 
are the measures for harmony and bal- 
ance, fantasy and beauty? .. . It is the de- 
signer’s lack of knowledge of the function 
and results of his efforts that has hitherto 
confined him to the role of a creator of 
containers and outer dress.” 

Olle Eksell, 

a Swedish freelance 
artist (studied 
engineering for four 
years) 


too much mediocrity ... 
“Why is degenerative design sponsored, 
praised and propagated? There has been 
too much glorification of the common- 
place. A seemingly relentless propulsion 
to make small accomplishments into es- 
sential and eternal verities. An urgency 
to render everything an act of genius. A 
compelling insistence to evert truth for 
the sake of merchandising. A deliberate 
aim to foster mass value as the criterion of 
our culture.” 

Craig Ellwood, architect 


outside the corporation... 

Mr. Ellwood believes the corporation 
needs the designer more than vice versa, 
and that the designer’s place is outside 
the organization to preserve his “identity, 
integrity, dignity”. He must remain free 
from corporate politics. “I prefer to eat, 
sleep and drink design rather than to 
eat, sleep and drink corporation.” 

It was questioned whether Mr. Ellwood 
is able to practice his own beliefs. Dr. 
Malzan suggested that Mr. Ellwood is a 
corporation since he heads up a design 
organization of about 25. 


problem? what problem? 
“The greatest single problem is to get the 
corporation to realize there is a problem. 
Few American companies know that de- 
signers have anything to offer. Designers 
have fallen down in this area.” As an ex- 
ample, insufficient publicity and press 
coverage of the conference itself was 
cited. 

Blair Gettig, 

Advertising Program Supervisor 

ALCOA 


the future... 
“When corporations come to recognize 
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the importance of design and communica- 
tions there will be a demand for designers 
such as there now is for scientists and 
engineers.” So said Vernon Welsh. But 
he, too, had more questions than answers. 
He questioned the designer’s readiness to 
serve the corporation. 

“Designers seldom come to us with an 
integrated design proposal...Could it 
be that designers are not bold enough .. . 
could it be that designers are not imagina- 
tive enough to challenge the corporations’ 
present programs of advertising . . . could 
it be they are not studious enough to read 
annual reports and other company publi- 
cations...or are they not well enough 
self-educated to understand the sociologi- 
cal importance of the problem?” 

Vernon M. Welsh, 
communications consultant, 
former VP, General Dynamics Corp. 


position gaining vs. problem solving ... 

One of the weaknesses of the corporation 
is the individual’s greater concern with 
his own position than with the corporate 
objective. Stressing the “Organization 
Man” theory, Paul Fine sees little room 
for creativity and the creative man in the 
corporation, feels he must best work out- 
side it. He believes that society will 
change and the future of creativity de- 
pends on such social changes. The corpo- 


ration, even now, is changing to make 
room for individuality and creativity. 
(One of the other speakers had called 
attention to special rules for research 
scientists, such as no fixed hours). But for 
the moment, conformity pressures in the 
corporation often force the corporation 
to go outside for creative talent. Although 
Mr. Fine sees present corporate structure 
impeding creativity he seems to see pres- 
sures both from within the corporation 
and outside it that are bringing a little 
closer the day of corporation-creativity 
togetherness. 

Paul A. Fine, Exec. VP, 

Center for Research in Marketing Inc. 


a quantity of quality ... 
Paul Reilly favors corporate bigness. 
“This seems to be the way of the world 
. . . one may regret certain losses of indi- 
viduality or of personal service . . . but 
the advantages in universal availability 
greatly outweigh these handicaps. I agree 
with tke English economist, Graham 
Hutton, that through mass production 
and the power of great corporations, we 
may be approaching for the first time in 
history the possibility of quantity of qual- 
ity.” Mr. Reilly also: 

@ suggested government patronage to 

encourage design innovators 
e said the deciding classes have lost 
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their cultural nerve, and that 
perhaps the designer has not sold 
himself properly 

reported that those in power are 
afraid to patronize innovators 

and suggested that therefore some 
kind of patronage must step in, per- 
haps governmental 

recommended that we isolate the key 
factor in our times that most signifi- 
cantly affects design and exploit it. 
This force, claims Mr. Reilly, is 
mobility. 


in conclusion . .. no conclusions 

If there were no final answers, there cer- 
tainly was an invigorating difference of 
viewpoints. There were shifting answers 
to questions old and new as one confer- 
ence blended into another. There was a 
rattling against complacency, a realiza- 
tion that design is not to be measured 
quantitatively or qualitatively but is a 
point of view and force, a dynamic force 
that changes every year to fit the needs 
of the society and economy of which it is 
a part. 

With this dynamic concept of design, 
it is a sign of designers’ maturity when 
they seek by questions to keep up with it 
rather than by answers to pin it down. 
Ideas, unlike things, just won’t get pinned 
down. 





MICHIGAN AVE. 15 
SIX MILES WIDE 


When Gov. Stratton cut the ribbon to open the last 
stretch of the Congress Expressway we became the 
studio ‘‘Across the Street’’. 


184 Million dollars makes it possible to cross 
Michigan Avenue to Norm Ulrich’s door in only 
12 minutes. 

The Congress Expressway is a dream come true 
and to us it means faster and greater service than 
ever before to our clients ‘‘Across the Street’. We 
would like to include you as one of them. 


NORM ULRICH STUDIOS 
advertising art and photography 


6930 ROOSEVELT RD OAK PARK ILL 
Village 86-6050 + COlumbus 1-3673 


Left to right in the picture above as the ribbon was cut, are Dan 
Ryan, president of the Cook county board; Governor William 
Stratton of Illinois; President J. Russell Christianson of Oak Park; 
Congressman Harold Collier of the 10th district; and Mayor 
Richard Daley of Chicago. (Oak Leaves Photograph) 
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Speedball gives you the widest choice of lettering combinations . . . 5 styles and 36 
points ...4 steel brushes . . . Specify Speedball Products and get the best. Comprehen- 
sive lettering charts on request for only .08 in stamps. C. HOWARD HUNT PEN CO., CAMDEN 1, NJ. 
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problems of a lefthanded art director: solved with Blair Spray-Fix 


“Tf you can visualize the backhanded methods of a lefthanded art director doing pencil layouts, 
you’ll agree that it is very difficult for him to keep from marring the pencil surface. I have found 
that through constant use of Spray-Fix as I am working, I can eliminate some of these headaches. 
Spray-Fix is almost as necessary at my drawing board as my 4B pencil.” 
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THE AD COPYFITTER 


See Sept. 1960 Art Direction for the 
CHaracTeR Per Line Cuart and the 
first installment of these CHARACTERS PER 
Pica Tastes. The article tells how to use 
tabular data and chart for visually trans- 
lating characters per pica into characters 
for any line length up to and including 
55 picas. More tabular data appeared in 
October, and will continue monthly 
until the series has run from A to Z. An- 
nual supplements will keep it up to date. 


Casion Bold No. 3 & It. (Li) 6-3.83; 7-3.43; 
8-3.19; 9-2.80; 10-2.45; 12-2.04; 
14-1.78; 18-1.34 

Casion Bold No. 79 (M) 5-3.69; 6-3.43; 
7-3.; 8-2.82; 9-2.68; 10-2.35; 11-2.19; 
12-2.; 14-1.59; 18-1.27; 24-.98 

Casion Bold Cond. (ATF) 6-4.22; 8-3.51; 
10-2.85; 12-2.47; 14-2.03; 18-1.71; 
24-1.33 

Casion Bold Cond. (Li) 14-2.06; 18-1.73; 
24-1.4; 30-1.17; 36-.93 

Casion Bold Cond. (Lud) 6-3.94; 8-3.26; 
10-2.72; 12Z-2.38; 14-2.1; 18-1.63; 
24-1.21 

Caslon Bold Ex Cond. (Lud) 12-3.13; 
14-2.64; 18-2.06; 24-1.61 

Casion Bold It. (ATF) 6-3.41; 8-2.74; 
10-2.2; 12-1.96; 14-1.62; 18-1.25; 
24-.97 

Casion Bold It. (Lud) 6-3.45; 8-2.85; 
10-2.32; 12-1.92; 14-1.62; 18-1.21; 
24-.92 

Caslon Bold w It. (Li) 5-3.6; 6-3.3 

Casion Bold It. No. 79 (M) 6-3.43; 7-2.98; 
8-2.82; 9-2.66; 10-2.35; 12-2. 

Caslon Cond. No. 113 (M) 5-5.4; 6-4.5; 
8-3.38; 10-2.85; 12-2.45 

Caslion Heavy (ATF) 6-3.28; 8-2.89; 
10-2.29; 12-2.; 14-1.66; 18-1.31; 
24-1.04 

Casion Heavy It. (Lud) 14-1.45; 18-1.17; 
24-.9 

Casion It. True Cut (Lud) 8-3.76; 10-3.22; 
12-2.56; 14-2.32; 18-1.95; 22-1.64; 
24-1.39 

Casion Light (Lud) 6-3.29; 8-2.83; 
10-2.48; 12-2.17; 14-1.82; 18-1.36; 
24-1.06 

Casion Light It. (Lud) 6-4.17; 8-2.87; 
10-2.51; 12-2.23; 14-1.77; 18-1.40; 
24-1.05 

Casion New (ATF) 5-4.61; 6-3.89; 8-3.15; 
10-2.43; 12-2.09; 14-1.74; 18-1.35; 
24-1.04 

Casion New It. (ATF) 6-4.28; 8-3.54; 
10-2.73; 12-2.34; 14-1.96; 18-1.53; 
24-1.19 

Casion New No. 537 (M) 6-3.78; 8-3.15; 
9-2.69; 10-2.36; 12-2.11; 14-1.75; 
18-1.36; 24-1.04 

Caslon New It. No. 537 (M) 6-4.22; 8-3.56; 
9-3.; 10-2.64; 12-2.36 

Casion Old Face (1) 18-1.86; 24-1.32 
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Casion Old Face w It. & S.C. (Li) 6-4.15; 
8-3.45; 9-3.15; 10-3.03; 11-2.75; 
1114-2.53; 12-2.42; 14-2.29; 18-2.; 
21-1.65; 24-1.51; 30-1.08; 36-.85 

Caslon Old Face Heavy (Lud) 6-3.32; 
8-3.11; 10-2.51; 12-2.11; 14-1.71; 
18-1.35; 24-1.05 

Casion Old Roman & It. No. 78 (M) 

6-3.83; 8-3.05; 10-2.56; 12-2.25 

Casion O. S. No. 337 (M) 7-3.68; 8-3.31; 
9-2.94; 10-2.68; 11-2.45; 12-2.25; 
14-1.92; 18-1.65; 22-1.54; 24-1.34 

Casion O. S. It. No. 337 (M) 7-4.; 8-3.56; 
9-3.19; 10-2.94; 11-2.68; 12-2.45; 
14-2.14; 18-1.78; 22-1.65; 24-1.45 

Casion O. S. No. 471 (ATF) 6-4.23; 8-4.04; 
9-3.32; 10-3.29; 11-2.79; 12-2.44; 
14-2.17; 18-1.75; 22-1.56; 24-1.3 

Casion O. S. It. No. 471 (ATF) 6-4.36; 
8-3.95; 9-3.33; 10-3.26; 11-3.04; 
12-2.63; 14-2.39; 18-1.95; 22-1.7; 
24-1.49 

Casion O. S. English No. 37 (M) 6-4.12; 
7-3.66; 8-3.34; 9-2.98; 10-2.67; 
11-2.43; 12-2.23; 14-1.9; 18-1.51; 
24-1.11 

Casion O. S. English It. No. 37 (M) 6-4.47; 
7-4.; 8-3.65; 9-3.23; 10-2.91; 11-2.66; 
12-2.43; 14-1.95; 18-1.58; 24-1.13 

Casion O. S. Inland No. 137 (M) 6-4.11; 
8-3.32; 9-3.04; 10-2.65; 11-2.41; 
12-2.23 

Casion O. S. Inland It. No. 137 (M) 6-4.47; 
8-3.65; 9-3.23; 10-2.91; 11-2.66; 
12-2.43 

Casion Openface (ATF) 8-3.59; 10-2.9; 
12-2.5; 14-2.; 18-1.6; 24-1.3 

Casion Recut (ATF) 6-3.98; 8-3.24; 
10-2.6; 12-2.2; 14-1.93; 18-1.49; 
24-1.16 

Casion True Cut (Lud) 8-3.67; 10-3.1; 
12-2.38; 14-2.11; 18-1.46; 22-1.62; 
24-1.27 

Casion True Cut It. (Lud) 8-3.76; 10-3.22; 
12-2.56; 14-2.32; 18-1.95; 22-1.64; 
24-1.39 

Centaur (For Centaur Italic, see Arrighi) 
(A/C) 10-3.19; 12-2.80; 14-2.35; 
16-2.14; 18-1.92; 24-1.45 

Century Bold (ATF) 6-3.73; 8-2.92; 
10-2.48; 12-2.05; 14-1.77; 18-1.41; 
24-1.11 

Century Bold It. (ATF) 6-3.71; 8-2.92; 
10-2.37; 12-2.01; 14-1.66; 18-1.36; 
24-1.06 

Century Bold & it. (1) 6-3.6; 7-3.10; 
8-2.96; 10-2.35; 12-2.03; 14-1.7; 

18-1.55; 24-1.11 

Century Bold w It. (Li) 6-3.56; 7-3.05; 
8-2.9; 10-2.35; 11-2.25; 12-2.08; 
14-1.75; 18-1.53; 24-1.17; 30-.96; 
36-.77 

Century Bold (Lud) 12-2.25; 14-1.9; 
18-1.47; 24-1.11 

Century Bold It. (Lud) 12-2.17; 14-1.82; 
18-1.43; 24-1.08 

Century Bold No. 118 (M) 514-4.27; 


6-3.86; 7-3.4; 8-3.19; 9-3.01; 10-2.7; 


11-2.47; 12-2.26; 14-1.76; 18-1. Al; 
24-1.1 


~ Century Bold It. No. 118 (M) 6-3.43; 


8-2.82; 10-2.41; 12-2.; 14-1.7; 18-1.32 
Century Bold Cond. (ATF) 6-4.63; 8-4.07; 
10-3.21; 12-2.87; 14-2.43; 18-1.97; 
24-1.56 
Century Bold Cond. (Li) 18-1.94; 24-1.53 
Century Bold Extended (Lud) 12-1.62; 
14-1.33; 18-1.1; 24-.86 
Century Catalogue (ATF) 6-3.99; 8-3.31; 
10-2.74; 12-2.38; 14-1.98; 18-1.6; 
24-1.26 
Century Catalogue It. (ATF) 6-3.77; 
8-3.19; 10-2.66; 12-2.36; 14-1.99; 
18-1.6 

Century Expanded (ATF) 4-4.96; 414-4.96; 
5-4.28; 514-3.72; 6-3.7; 7-3.43; 8-2.96; 
9-2.73; 10-2.45; 11-2.37; 12-2.14; 
14-1.78; 18-1.41; 24-1.09 

Century Expanded It. (ATF) 5-4.21; 
51,-3.78; 6-3.82; 7-3.53; 8-3.05; 
9-2.74; 10-2.61; 11-2.43; 12-2.23; 
14-1.84; 18-1.46; 24-1.12 

Century Expanded w It. & S.C. (Li) 4-4.1; 
5-4.; 6-3.43; 7-3.13; 8-2.83; 9-2.63; 
10-2.4; 11-2.31; 12-2.15; 14-1.81; 
18-1.53; 24-1.13 

Century Expanded & It. (I) 4-4.89; 5-4.; 
6-3.6; 7-3.2; 8-2.87; 9-2.68; 10-2.41; 
11-2.25; 12-2.11; 14-1.78; 18-1.5; 
24-1.13 

Century Expanded (Lud) 12-2.31; 14-1.87; 
18-1.47; 24-1.09 

Century Expanded No. 20 (M) 6-3.83; 
7-3.35; 8-3.07; 9-2.76; 10-2.56; 
11-2.44; 12-2.23; 14-1.79; 18-1.41; 
24-1.09 

Century Expanded It. No. 20 (M) 6-4.26; 
7-3.66; 8-3.32; 9-2.99; 10-2.78; 
11-2.66; 12-2.43; 14-1.84; 18-1.47; 
24-1.12 

Century Expanded w Century Bold (Li) 
6-3.43; 7-3.05; 8-2.83; 9-2.54; 10-2.4; 
11-2.28; 12-2.13; 14-1.81; 18-1.54 

Century Expanded w Cheltenham Bold (Li) 
6-3.33; 8-2.78; 10-2.3; 12-2.13; 14-1.78 

Century O. S. (ATF) 6-3.69; 8-3.15; 9-2.71; 
10-2.47; 11-2.37; 12-2.23; 14-1.84; 
18-1.47; 24-1.17 

Century O. S. It. (ATF) 6-4.02; 8-3.44; 
9-3.01; 10-2.66; 11-2.53; 12-2.38; 
14-1.95; 18-1.56; 24-1.21 

Century O. S. No. 157 (M) 6-3.83; 7-3.35; 
8-3.15; 9-2.82; 10-2.56; 11-2.44; 
12-2.23; 14-1.86; 18-1.47; 24-1.17 

Century O. S. It. No. 157 (M) 6-4.26; 
7-3.66; 8-3.44; 9-3.07; 10-2.78; 
11-2.66; 12-2.43; 14-1.95; 18-1.56; 
24-1.21 

Century O. S. Bold (ATF) 6-3.17; 8-2.72; 
10-2.12; 12-1.9; 14-1.58; 18-1.26; 
24-1. 

Century O. S. Bold It. (ATF) 6-3.20; 8-2.74; 
10-2.12; 12-1.89; 14-1.59; 18-1.27; 
24-1.01 

Century Schoolbook (ATF) 6-3.66; 8-2.97; 
10-2.43; 12-2.12; 14-1.75; 16-1.55; 
18-1.4; 24-1.1 

Century Schoolbook It. (ATF) 6-3.70; 
8-2.99; 10-2.46; 12-2.17; 14-1.81; 
16-1.60; 18-1.44; 24-1.13 


(continued next month) 
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FELDKAMP-MALLOY. INC. 


WHERE 
VW? CREATIVE MINDS 
ARE COMBINED WITH 
SKILLED HANDS 
TO GIVE THE CLIENT 
THE VERY FINEST WORK 
IN ADVERTISING ART 
AND PHOTOGRAPHY 


185 N. WABASH 
CHICAGO 
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Oriental designh ‘‘Great Ideas of 


for a CCA series Eastern Man” series 
for Container Cor- 


poration of America includes this color 
page of a Japanese flower arrangement 
and design for Buddha quotation: As a 
solid rock is not shaken by a strong gale, 
so wise persons remain unaffected by 
praise or censure. 

Credits: AD Walter Reinsel, Ayer. De- 
signer Yusaku Kamekura, flower arran- 
ger Sofu Teshigahara, photographer Ken 
Domon, all in Japan. 


Philadelphia clips 


Earle A. Buckley, president of Buckley 
Organization, was elected chairman of the 
board, Direct Mail Advertising Assn. .. . 
Ted Miller of Kramer, Miller, Lomden & 
Glassman, was appointed eastern repre- 
sentative of Aspen foundation . . . Poster 
artist Howard Scott addressed the Artists 
Guild . . . Howard Alber, chairnian of 
AG's educational division, directs a pro- 
gram of student activities, and literature, 
speakers and plant visits. He lectured on 
Company Look, for Jack Curl’s class, 
Moore Institute . . . American Heritage 
AD Irwin Glusker addressed the ADC ... 
Special events project of ADC was an ex- 
hibit and demonstration of the Kemart 
process. Philadelphia's first Kemart li- 
censee since 1949 is Lincoln Photo En- 
graving Co. .. . Designer Sid Borish doing 
graphics, layouts and packaging. SKyline 
7-8040, and WIndsor 6-3984 . . . Dan Zito- 
mer at Duralith Corp. Had been with 
Hoedt, and Arch Art... Albert Marzano 


back in ADC after 2 year absence .. . 
Dorothy Standiford left Philadelphia for 
Vince J. Fiorino & Associates agency, 
Riviera Beach, Fla. ... New at Ayer: 
sketch artist Stanford A. Raymond, Jr., 
and layout designer Hiram N. Ash. Ray- 
mond had been illustrator/designer for 
illustrator Jack Wright in California. Ash 
recently graduated from Yale University 
School of Art and Architecture, where 
he was also an assistant instructor of 
typography and printing production .. . 
Guy Fry held an exhibition of watercolors 
at Philadelphia Art Alliance . . . Sam Dal- 
ton, president of Typographic Service 
companies, donated $1000 to Philadel- 
phia Museum College of Art scholarship 
fund. It is his 5th annual gift. The schol- 
arship winners are chosen by ADC and 
Emanuel Benson, dean of the college . . . 
Mel Richman discussed art as a career 
over on WCAU-TV. 


CERT et Ss : 


Design in Paper Managing AD 
show held at Ayer Robert O. Bach, 

Ayer (center), dis- 
cusses exhibition with Edward G. De 
Martin (right), mgr., advertising design 
group, E. I. du Pont de Nemours Dyes & 
Chemicals Div., and advertising assistant 
Richard P. Price, Jr. (left). 

Du Pont’s show presented uses of paper 
as an art medium and in graphic design. 
Work by ADs and designers from around 
the country was included in the show 
categories of paper sculpture, collage, 
paper folding, booklets, brochures, pro- 
motion pieces, letterheads, and displays. 
The exhibition construction featured cor- 
rugated cardboard. Show designer was 
Bernhard Sperl of Du Pont’s advertising 


department design group, under super- 
vision of manager De Martin and design 
advisor Domenico Mortellito. 

The show included a series of printing 
experiments conducted by Color Council, 
which show varied effects of different 
papers used; samples of Color Criteria, 
developed by Du Pont, which are sheets 
of paper by many mills, showing varied 
moods of standard graphic elements 
printed on different papers; prize-win- 
ning Design Series ads commissioned by 
Du Pont, done by 9 noted artists and 
designers. 


Elaborate promotion 
piece for Holiday is this 
15” high, 514x5l% square 
traffic light in paper, produced in 3 ver- 
sions. Holiday hand delivered 300 pieces 
to auto and advertising executives. One 
version was for Detroit, aimed at 1961 
announcement advertising; one for the 
imported car field; one for the “after 
market” field (tires, batteries, oil, acces- 
sories). Top, when lifted off, pulls out a 
sliding message unit. 

Credits: Designer Jack Bryne, Mel Rich- 
man Inc. Assembler Hallcraft Products 
Co. Printer M & M Silk Screen Process 
Co. Stock: main base, white patomic 
cover, basis 26x40, 500M; top and sliding 
unit, white sunray vellum cover, basis 
20x26, 160M. 


Triple threat 
traffic signal 


Edward Evans 


AD Edward Evans, of Arndt, Preston, 
Chapin, Lamb & Keen, died, at 52. A past 
president of the Philadelphia ADC, he 
was a graduate of Philadelphia Museum 
School of Art. . 
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GEORGE FARAGHAN STUDIO 


1934 Arch Street - Philadelphia 3, Pa. + LO 4-8711-12 


REPRESENTED BY JUDY WAGNER « JOHN ROBINSON « WILLIAM D. LANSER agency ¢ j. walter thompson 


art director © tom yamada 


client © radio corporation of america 








Walter Solarz named A member 


MacFarland Aveyard vp of the agen- 
cy’s art de- 


partment for 5 years, Solarz has been 
promoted to vp/AD. 


Chicago gallery stars A construction 
3D commercial job by Chicago 

painter/design- 
er John E. Van Dorn was exhibited at 
Superior St. gallery. The semiabstract de- 








Here's @ partial list of Companies which used Woodcut 
Artwork in their 1959 advertising: UBBY, McNEILL & LIBBY 
. .. PLYMOUTH DIVISION OF CHRYSLER CORP... . THE 
FIRESTONE TIRE & RUBBER CO... . JOHNSON MOTORS 
... SWIFT & CO. ... BAUSCH & LOMB OPTICAL CO.... 
THE PARKER PEN CO... . INTERNATIONAL HARVESTER 
CO. ... WILLIAM WRIGLEY JR. CO. . . . STROMBERG- 
CARLSON CO. ... EKCO-ALCOA CONTAINERS, INC. ... 
SEAGRAM-DISTILLERS CO. .. . A. B. DICK CO. and by 
the following Advertising Agencies: Mc CANN-ERICKSON, 
INC. ... BROOKE, SMITH, FRENCH & DORRANCE, INC... . 
BATTEN, BARTON, DURSTINE & OSBORN, INC... . J. 
WALTER THOMPSON CO. _N. W. AYER & SON, 
INC. . . . TATHAM-LAIRD, INC. ond many, many others. 


WOODCUT 


Write for free literature today. 
THE SANDER WOOD ENGRAVING COMPANY, INC. 
Dept. C, 542 South Dearborn Street 
Chicage 5, Ulineis HArrisen 717-2082 








Chenge of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
aase our old, as well as your new addcgss. 

st: Disection, +15 Ra 19 West 
tat Street, New York 26 
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the NORedge for close work - 


steel drawing hoard edges 
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for data check with your dealer or write 
OUIL® .......... chicege,18 








Keep your signals straight . . . pass your next 
type job right into the reliable arms of Service 
Typographers. Here a high powered team 

who knows typography will guide it safely to 
the Service goals: top quality, complete 
accuracy and the best possible service. 

See the difference yourself. Call in the 

first team—SERVICE TYPOGRAPHERS and 
score a big gain with your customers. 


SERVICE TYPOGRAPHERS INC 





picts a hand reaching for a golden ball 
which is suspended inside a glass portion 
of the construction’s mahogany exterior. 
Collage in background: newspaper clip- 
pings, a stairway, a mahogany leaf. The 
construction was commissioned by Maho- 
gany Association, will be awarded Jan. 9 
to the winner of a nationwide contest to 
select outstanding merchandising for 
“hidden values of fine furniture.” 


Donald A. Clineff 


Stanley C. Paul 


Buchen Co. ups 2 Donald A. Clineff, 
exec AD, and Stan- 


ley C. Paul, senior AD, have been named 
vps. Both have won awards from ADCC, 
STA, Artists Guild of Chicago and Chi- 
cago Federated Advertising Clubs. © 





on the 


West 


Hollywood ad club sponsors 
international tv awards 


Advertisers, agencies, commercials, pro- 
ducers, and radio and tv stations, any 
place in the world, may submit their best 
work in an international competition to 
be held by Hollywood Advertising Club. 
Submissions must have been produced 
during 1960. Entry deadline is Dec. 31. 
The awards will be presented during 
Advertising Week, Feb. 5-11. General 
chairman of First International Broad- 
casting Awards competition, Don Estey, 
said artistic excellence, creative ability 
and esthetic values will determine choices. 

Competition includes 15 tv and 7 radio 
categories. Tv entries will be classified 
in various time breakdowns for categories 
of animation, combination of animation 
and live action, live action. Awards will 
also be given for bests in editing, camera, 
direction, in live action and animation, 
and for best local or one market commer- 
cial, any length. Entries must be on 16mm 
film, any language. 

The judging will determine 10 finalist 
winners in each category, and from these, 
a first prize winner in each category. One 
Grand Prize will also be awarded. 

Brochures detailing competition classes 
and entry requirements are availabie 
from Hollywood Advertising Club, 6362 
Hollywood Blvd., Hollywood 28, Calif. 


Coast clips 


Joseph B. Wallace upped to creative di- 
rector, Wyman Co., San Francisco. He 
had been exec AD... ADLA new mem- 
bers are Darwin Lewis, creative/produc- 
tion director, John A. Ripley Adv.; Ernst 
Melchoir, AD LA Times Home Maga- 
zine; Don H. Pierson, promotion mgr./ 
director of promtional art, LA Examiner; 
Norman F. Price, account director Elgin 
Davis; Paul Seamon, Hughes Aircraft, 
Fullerton; Bill Philbrook, partner in 
Philbrook, Noceti & Noyes . . . Louis Song 
now AD at Studio G, 1A... Gloria 
Pereira freelancing from room 6, 3305 
Wilshire Blvd., DU 4-7269 . . . Jim Berry 
opened design studio at 612 S. Serrano 
Ave., LA, DU 3-9966 . . . First time in 
over 12 years that Pillsbury Co., Min- 
neapolis, bought outside packaging de- 
sign was when commissioned Jerome 
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Coast 


Gould to create new packaging program. 
Gould & Associates will do through their 
LA office . . . Marks-Rifkin, 221 N. Rob- 
ertson Blvd., Beverly Hills, formed in 
merger of Sheldon Marks’ Marks & Asso- 
ciates and Sherman Rifkin Advertising 

. Charles Porter, now creative advisor / 
sales rep, Stewart Lithograph. An hon- 
orary ADLA life member, he was vp/AD 
at FCB... Y&R settled in at 615 S. 
Flower St. 


Ilustration West 
through Dec. 4 


Annual show by Society of Illustrators 
of LA is at the County Art Institute, 
2401 Wilshire Blvd. Chairman is Harry 
Garo. The 3 categories of editorial, ad- 


vertising and institutional include tv § 


material and experimental work. Judges 
were Gordon Brusstar, Al Parker, George 
Rappaport, J. Chris Smith and Donald 
Teague. The show was open to artists, 
designers, ADs and art buyers in western 
U. S. and Canada. All entries accepted 
won certificates of merit for their illus- 
trators and ADs. Special awards were 
given for pieces judged best in each 
category. 


Ted Wright 


Foote, Cone & Belding AD Ted Wright 
died following a heart attack. He was 
known as one of Los Angeles’ most capa- 
ble illustrators before he became an AD 
in 1957. 


Timothy M. Wulff 


Artist Timothy M. Wulff, former chair- 
man of the Artists Council of the San 
Francisco Art Association, died. He was 
69. 
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ROSS FORTUIN 
PHOTOGRAPHER 


GRACE FORTUIN 
STYLIST 


BORIS STUDIOS INC. 


“Photography that Tells and Sells’ 


MURRAY HILL 5-O006 
MURRAY HILL 4-1188 


1265 BROADWAY 
New YorK 1, N. Y. 





SPECIAL BARGAINS 

in ART MATERIALS 

and ART BOOKS 
“Friem's Four Pages,” 

our interesting art 

newsletter... 

FREE on request. 


A.1. FRIEDMAN INC. 


QUALITY ART MATERIALS 
25 West 45 St., New York 36 


Vet lel m@na; 








advertising art 
illustration 


cheol of pl 


CLEVELAND 3, OHIO 
send for catalog No. 22 





PRODUCT ILLUSTRATION 
l kK E VV 


BACKED BY A COMPLETE ART SERVICE 
layout to complete job. Quick service 
Fast Airmail service on out-of-town orders 





WM. MILLER ADVERTISING PRODUCTION 
672 S. Lafayette Park Pl. Los Angeles 57, DU 54051 


/ December 1960 


TE 8-6119 








FOR 25 YEARS WE HAVE BEEN PRODUCING FRESH IMAGINATIVE 
ARTWORK FOR THE WEST'S LEADING ADVERTISERS. TO SEE 
SAMPLES OF WORK CURRENTLY BEING PRODUCED BY OUR 
SIXTEEN TALENTED SPECIALISTS, CALL US AT EXBROOK 7-1353 
SHAWL NYELAND SEAVEY + ARTISTS - 221 PINE ST » SAN FRANCISCO 


FOR SPARKLING CREATIVE LAY- 
OUT, DESIGN OR ILLUSTRATION 
WITH PRECISION PRODUCTION 


aISNS. 





Attention A-D’s! 


it type 


IN SECONDS! 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AD ‘245, Wilton, Conn: 




















FINE COLOR 
RETOUCHING | 


e dye transfer 
e ektacolor (type c) | 
PAUL DZURELLA-LE 2-9399-N.¥.C. 








films for 
club programs 


This list of films, slide sets and filmstrips 
suitable for showings at AD club meet- 
ings has been compiled from film-house 
catalogs, museum catalogs, clubs and in- 
dependent business sources. Many have 
been seen by ART DIRECTION editors, but 
many have been chosen from catalogs 
with an eye for their appeal to ADs’ 
varied interests. The list starts with the 
roster of Advertising and Architecture 
films. Subsequent issues of ART DIREc- 
TION, will cover Art, Art Films Around 
the World, Experimental-Inspirational 
Cinema, Film Techniques, Industrial 
Arts, Lettering, Packaging, Paper, Pho- 
tography, Printing and Sculpture. 

Note that all listings are for 16mm, 
color and sound and are obtainable free 
unless specified otherwise. Source of the 
film is indicated by code letters at the 
end of each listing. Key to code appears 
at end of this installment. 


ADVERTISING 


ADVENTURES INTO SPACE. 15 min. 35mm. Audit 
Bureau of Circulations documents advertising’s 
story—from its “dark ages” to current market- 
ing strategies. BA. 

ADVENTURES OF AN ADDIE. 6 min. Animated car- 
toons show magazine advertising values. MAB. 

ADVERTISING FOR SELLING. 25 min. filmstrip, 
$1.50. Ad techniques for food-store operators. 
A Nat’! Assn. of Retailer Grocers film. CCNY. 

THE AMERICAN CUSTOMER. 20 min. B/W. Studies 
shoppers’ likes & dislikes & how to please them. 
A Sears, Roebuck & Co. film. MTPS. 

BULL’S EYE. 20 min. Bemis national magazine 
advertising. BBB. 

BEHIND EACH SALE. 32 min. B/W. How retailers 
use sales-merchandising strategy. A Sears, 
Roebuck & Co film. MTPS. 

BEHIND THE RESEARCH FIGURES. 21 min. B/W. 
How & why of modern interviewing research 
techniques, with Aifred Politz. A Reader’s Digest 
Assn. film. MTPS. 

BRADSHAW’S BILLIONS. 25 min. Printed advertis- 
ing’s role as business builder & partner. EK. 
COMMUNICATIONS PRIMER. 22 min. $6. Recent 
communications theories demonstrated. UK. 
THE COPLEY PRESS TODAY. 26 min. How it serves 

California. CP. 

THE DAILY NEWSPAPER. 15 min. 35mm filmstrip. 
How it assists marketing effectiveness. BA. 
DEWAR’S—IT’S SCOTCH. (Included in Ear!y Edison 

Shorts. 2 reels. 16 & 35mm, $6 & $12 respec- 
tively. B/W Silent). Considered to be the first 
advertising film, circa 1898. MMA. 
(continued on page 111) 
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photographic assignments in a or anywhere... anytime 


SN 
or black and white... ea props =. terrain... handling of all details 


, (NG | Ware | 
we'll happily \S discuss your assignments or forward our portfolio 


Zul Prone 
ardean miller {jl 9901 south ludlum road $ south miami, florida miami MO 1-5688 
















Talking 
Storyboard 


We produce “talking storyboards” 



















with limited or full animated 
sequences from cartoon, photographs, 
or from existing storyboards, 

utilizing the full range of camera 
movement and photographic techniques 


for which EDSTAN is famous. 


These may be used as a “comprehensive” 








on film, for client presentation, , 
or as a preliminary to an expensive b 
commitment. They are also useful 3 

b 
as an inexpensive TV commercial : 
for limited market product testing. : 
Available in color or black and white, a 
16mm or 35mm. Production time is - 

Ac 





measured in hours instead of days. 
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Three Grand Awards—gold, silver and 
bronze medals—will be presented. In the 
19 poster and painted display classifica- 
tions, first, second and third prizes will 
be awarded if the jury feels they are 
merited. Each entry will be judged on 
the value of the idea to create sales or to 
promote a cause, and the effectiveness, 
excellence and ingenuity of design, 
composition, and technique. 

The competition is open to all 
agencies, ADs, artists, lithographers, 
screen process printers and plant opera- 
tors in the United States. Detailed 
directions and entry blanks from 
Outdoor Advertising Art Exhibit 
Committee, 400 N. Michigan Ave., 
Chicago 11. : 


15th annual NSAD meeting 
in Chicago April 17 


John W. Amon, arrangements chairman 
for the NSAD meeting, was appointed 
by ADCC president Herbert S. Bull. 
Amon is vp/art dept. mgr., NLB, a 

past president of ADCC, and has been 
NSAD representative. Meeting plans are 
being coordinated through Robert West, 
NSAD secy.-treas., and vp /exec AD 
SSCB. The annual meeting will be held 
in conjunction with 29th Annual 
Competition and Exhibit of Outdoor 
Advertising Art, sponsored by ADCC. 


29th national outdoor show 
deadline Jan. 13 


Entries of designs for 24 or 30 sheet 
posters, painted bulletins and 
embellished bulletins, displayed or 
reproduced in 1960, must be submitted 
by Jan. 13. 29th National Competition 
of Outdoor Advertising Art, sponsored 
by the ADC of Chicago, will be 

judged Jan. 24. Charles Ax, 

creative director, Ayer, chairs 
competition committee. Members are 
ADCC president Herbert S. Bull, execu- 
tive AD, JWT, and Thomas Gorey, AD 
NLB. 

Entries must be glass-mounted 2”x2” 
35mm Kodachrome slides of original art. 
Location shots will be accepted only for 
painted bulletins. Original art should be 
kept as the award winners will be in the 
National Traveling Art Show, sponsored 
by Outdoor Advertising Inc. Reproduc- 
tions of the prize designs will appear in 
OAI’s Outdoor Annual. 

An 18 member jury of artists, ADs and 
advertising directors is being selected. 





Charlotte works on plans 

for NSAD exhibit 

Special committee making long range 
plans for the national exhibit are, top, 
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Jerry Hendrick, Fred Clark, Bob Alford, 
bottom, Joe Thompson, Murray Craven, 
Wayne Blair, and Charles Smith. The 
group is compiling information and 
suggestions from all member clubs for a 
presentation to NSAD. 


Baltimore names committee heads 


Club business will be conducted by the 

following chairmen and their com- 

mittees: Lun Harris and Nelson H. 

Adlin, co-chairmen, education; Lyle 

Cathcart, employment; Bob Regula, 
entertainment; Kern Devin, exhibition; 

Stanley Paulus, good will; Bruno 

Woernle, membership; George Fonder- 

smith, newsletter; George Blakeslee, 
nominating; Robert Lapham and Frank 

C. Mirabile, NSAD representatives; 

Donald Culbertson, program; A. Robert 

Nohe, scholarship; Gary Goldman, | 
sketch class; Kenneth G. Blair, publicity. | 
Woody Ensor is sergeant at arms. 

New members: Jane S. Edmonds, 
James W. Rouse Co.; Paul Grano, R. W. 
Lapham Studio; Edward F. Hainke, 

Jr.. WRAMC-TV, Walter Reed Army 
Medical Center; Albert Klevan, I. A. 
Goldman Co.; Richard N. Loomis, 
Major & Keesey; Morris Lebowitz, Royal 
Dadmun & Associates; Warren T. 
Somerville, Somerville Adv. Art. 

Club meets on the fourth Thursday of 
each month (except December, Awards 
Luncheon month, July and August), at 
Stafford Hotel, Charles & Madison. All 
interested, whether or not candidates 
for membership, are welcome. Dinner, 
6:30, no reservations necessary. 

Club's Best in Baltimore contest for 
direct mail awarded first prize to a 
mailer box which opens with die cuts to 
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show a miniature trowel. Theme was 
Business Mortar—Pick the Right Bricks. 
For Davison Chemical, it was ADed by 
Lyle Cathcart, VanSant-Dugdale; with 
art by Major and Keesey, copy by 

John Hayward, production by Ed Ennis. 





Miami elects 


Incoming officers were presented at the 
club's Awards dinner. From left, treasurer 
Luis Mendoza, secretary Carl Nassel, 
president Don Ball, vp Joe Bennett. 
Outgoing officers are president Sam 
Willig, vp James Covalt, secretary Sue 
Szuch and treasurer Don Ball. 


K C plans 8th annual 


Dick Scott and Austin Harmon, co-chair- 
men of the exhibition which previews 
March 5 at Kansas City Art Institute, 
announced exhibition committee 
appointments. Jerry James heads awards 
banquet arrangements; Dick Prezebel, 
exhibition design; Bill Mann, installa- 
tion; Tom Korchak, staff; Jo Stockwell, 
finance; Toni Wenda, preview tea 
arrangements; Earle Radford, publicity. 

Entry deadline is Feb. 4. Send entries 
to Morris & Coldsnow Associates, 3415 
Main St. The show opens to the public 
March 6, closes March 18. Awards 
banquet, March 11, University Club, 
918 Baltimore Ave. 





SPACE SAVERS - soft drinks in CANS 


Cleveland’s outdoor award 


Packer Corp.’s Harry H. Packer Award 
was won by AD Arnold Varga, BBDO 
Pittsburgh, and photographer Royal 
Kane, William Richards & Associates. 
The winning poster was one in a US Steel 
series. Presentation was made by 
Cleveland club president Chuck Bowen 
at the ADC’s Award luncheon. 





Minneapolis—St. Paul, elects 


From left, Matthew Ruddy, Kerker- 
Peterson, vp and secretary; president 
Norman Hamilton, co-owner, Studio 
One, Inc.; treasurer Robert Englund, 
BBDO; librarian Robert Gordenier, 
Olsted & Foley; and Steve Griak, 
Campbell-Mithun, vp in charge of 
entertainment. Norman Hamilton 
succeeds Marc Beaudoin. Club also voted 
to meet the third Thursday of each 
month at Minneapolis School of Art. 





Gold medal winners 
of the Columbus show 


From left: Fred Zimmer, commercial art 
instructor, Ohio State University, won a 
gold medal in Columbus ADC’s Second 
Annual, for his cover, Visual Art at OSU; 
Howard Wellman, Advertising Art, Inc., 
won a special judges’ award for general 
excellence of entries; Bill Turner, 
Advertising Art, Inc., won his for 
illustrating the new Charlie Weaver 
book, Things Look Fine in Mt. Idy; 
Don Cotner, director of graphic arts 
services, Nationwide Insurance Com- 
panies, won his for company publication 
covers by his staff, and a silver medal for 
his jacket design for Vice President in 
Charge of Revolution; and (foreground), 
Jack Haunty, Nationwide, newspaper ad. 


The judges, all of Cleveland, were AD 
Dan Gallagher, McCann-Marschalk; 
AD Robert Pesko, Cleveland 
Illuminating Co.; and photographer 
Denny Harris. 119 pieces were submitted. 
The show ran 10 days at Columbus 
Gallery of Fine Arts, received much 
local newspaper, radio and tv publicity, 
and was well attended by the public and 
graphic arts personnel. 


Toronto’s 13th opens Feb. 23 


Exhibition deadline will be early in 
January. Nonmembers of the club who 
wish entry information may write Miss 
Jean McCallister, P. O. Box 303, 
Toronto 7, Ont., Canada. The show will 
be held for two weeks at the Royal 
Ontario Museum, Queen’s Park. 


Ed Evans 


Ed Evans, a leading member of the 

Art Directors Club of Philadelphia for 
many years, died unexpectedly. He served 
as president, during 1949-50 and 1950-51. 
He had been treasurer and secretary 
during the club’s early years. The club’s 
statement called him “one of our best 
loved and respected members . . . Ed gave 
of his time and talents to help us, and 
we shall sadly feel his loss and miss his 
presence.” 


Portland holds seminar 
on careers in art 


ADC and the Portland Art Museum 
Activities Council cosponsored a five 
session seminar series, on successive 
Thursday evenings. Club reports each 
meeting was a sellout. Subjects and 
panelists follow. 

The Field of Commercial Design: 
moderator Douglas Lynch, and panelists 
Paul Kamman, agency AD; Pete Teel, 
freelance artist; Burt Young, fashion 
AD; John Waddingham, newspaper 
artist; Robert Lee, advertiser’s 
representative. Illustration for Publica- 
tion: moderator Clive Davies and 
panelists Douglas Lynch, AD; Richard 
Wiley, illustrator; Jean Enning, fashion 
illustrator; Arvid Orbeck, decorative 
illustration; Don Condit, photography. 
Professional Use of Signs and Letter- 
forms: moderator Saul Zaik, and panelists 
Irwin McFadden, basic lettering 
authority; Martin Allen, typographer; 
Lewis Crutcher, architect; Ray Beach, 
outdoor advertising signs; A. M. “Bob” 
Fulton, store advertising signs. 
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Design for Production, Products, 
Packages, Interiors: moderator Irwin 
McFadden, and panelists Gail Morris, 
industrial design, products; Donald 
MacGregor, package design; George 
Schwarz, interior design; Will Martin, 
architectural design. Commercial Display 
and Commissioned Murals: moderator 
Pete Teel, and panelists Sam Nichols, 
advertising display; Donald Blair, 
architect; Donald Sorenson, muralist; 
Hugh Ackroyd, photographer; Robert 
Riegelman, window display. 





Buffalo aids Heart Fund 


Ralph Blaber, club president Robert J. 
Witzel and C. Theodore Macheras, 
design consultant to the Hotel Buffalo, 
planning the design of the Pink 
Champagne ball for Heart Fund Inc. of 
Erie County. Club members Sherwin 
Greenberg and Salvatore J. Palmeri 
were also in the group of Buffalo artists 
who staged the formal ball. ADC was 
invited to participate by Mrs. Albert C. 
Roes, campaign chairman. Club 
president Witzel said ADC activities are 
twofold: “to increase professional 
usefulness . . . and to cooperate freely in 
useful social projects.” 


San Diego officers 


From left, Darrell Burchfield, second vp; 
Donald Lathrop, secretary; Ken Kitson, 
president; Steve Paton, first vp. Kitson 

is a principal in Frye & Smith, Ltd., 
lithographers. 
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. U 
At this board meeting, certificates and 
membership cards were issued, - 
following NSAD’s acceptance of 
San Diego as its 38th club. From left, 
publicity chairman Geoffrey Relf; Paton; 
Burchfield; board member Bill Noonan; 
board member and parliamentarian 
Joseph Thein; board member William 
Seehorn; Lathrop; Kitson. 





Detroit officers 


Left to right, top to bottom: president 
Bruce Unwin, MJ&A; treasurer 

Russ Kulberg, M J&A; first vp Claude 
Streb, Y&R; secretary Joe Kidd, second 
vp Barron Hoffar, C-E; board members 
Tom Roberts and Jim Bernardin, both 
of C-E. Richard Hirn, MJ&A, is also a 
board member. 

The new officers and board members 
were presented at a recent meeting 
attended by nearly 100 members and 
prospective members. It was a dinner 
affair at the Coach House behind the 
Maxon agency. Agency president Lou R. 
Maxon was host to the club. 


Birmingham officers 


President is Rocky Stovall, vp 
Birmingham Publishing; vp Charles H. 
Denney, adv. manager, Blue Cross- 
Blue Shield of Alabama; secretary Mrs. 
Doris Dement, artist, Pizitz Department 
Store; treasurer Bob Kembel, adv. 
manager, EBSCO Laboratories. 

The club has 35 active and three 
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honorary members; annually exhibits 
commercial and fine art by members; 
presents an annual scholarship award; 
meets monthly to hear speakers on 
subjects of interest to ADs; holds 
workshops at local graphic arts plants. 

Club member Sam Mickwee, artist for 
the Birmingham News, recently won 
recognition as designer of a new city 
seal for Birmingham. Mayor Jimmy 
Morgan asked the club to hold a 
competition, with the artist who 
submitted the winning sketch to 
receive commission for finished art. 

Club’s second annual exhibit was 
displayed throughout October in the 
Oscar Wells Museum of Art. James 
Weldon, exhibit chairman and AD 
Loveman’s Department Store, was 
honored by United Appeal leaders with 
a special award for outstanding contri- 
bution. He designed and did finished art 
on a UA newspaper page ad which won 
much favorable comment. 


NYADC traveling exhibitions 


The 1960 show is now two touring 
exhibitions. One is being shown 
nationally and the other is in the 

New York area. The national show of 
157 selected pieces, will be in Buffalo 
Jan. 1-12, Cleveland Jan. 15-21, 
University of Louisiana, Lafayette, Feb. 
1-11, Charlotte Town Mall Feb. 20-26, 
University of Alabama March 1-11, 
Kansas City March 18—April 1. 

The local show will be at New York 
Phoenix School of Design until Dec. 9, 
at Pratt Institute Dec. 12-30. School of 
Industrial Art, Jan. 3-13; Parsons School 
of Design, Jan. 16-27; New York School 
of Printing, Jan. 30-Feb. 10, Cooper 
Union, Feb. 13-24. 

Vincent Trotta is chairman of the 
traveling exhibition committee. To 
book the national show, contact him at 
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Times Tower, room 1012, 1475 Broad- 
way, New York 36, BR 9-0414, or 
committee secretary Mrs. Santina Hack, 
at the NYADC, 115 E. 40 St., New 
York 16, MU 5-4340. The only charge is 
shipment from previous point to new 
destination, and insurance. 

Committee members are co-chairman 
Harold Sosnow, Lane-Sosnow Associates, 
chairman of the local show; Clark 
Robinson, Cunningham & Walsh; 
Carroll Martin, McCann-Erickson; 
Rupert Witalis, Compton; Kurt Weihs, 
Papert, Koenig & Lois; Anthony C. 
La Salla, Cosmopolitan Magazine. 
Franc Ritter is executive member 
on the committee. 


New York's 39th annual 
now available 


A permanent record of the 474 accepted 
entries in the NYADC 1960 show is 
contained in 39th Annual of Advertising 
and Editorial Art and Design, 

published for the club by Farrar, Straus 
& Cudahy at $15. Edited by Howard C. 
Jensen, executive AD Popular Science 
Publishing Co., and designed by George 
Elliott, senior AD McCann-Erickson, 
the book’s 400 pages, 8x1114, illustrate 
the selections in b/w. Elliott used 
brilliant color on the slip case, bindings, 
and end papers. Different second colors 
are used in various sections, and 

colored dividers separate the sections. 

Editorial features include a foreword 
by Earnest Elmo Calkins; a photographic 
portrait of Calkins by Elliott; an 
appreciation of Calkins by Frank 
Rowsome, Jr., author of “They Laughed 
When I Sat Down to Play”; a review of 
the exhibition, by show chairman 
Ernest G. Scarfone; a program summary 
of the Fifth Visual Communications 
Conference, by Frank Baker, 
conference director; a report on the 
NSAD and the AD of the Year, by 
Robert West, NSAD secretary-treasurer; 
a report of the New York club’s 40th 
year, by Garrett P. Orr, president 
1959-60. 

Editorial section was offset by Allen, 
Lane & Scott on Warren’s Offset Enamel, 
supplied by Canfield Paper Co.; adver- 
tising section was letterpress printed by 
American Book-Stratford Press. Beau 
Brilliant, supplied by Schlosser Paper 
Corp., was used for the dividers. 
Composition by Haber Typographers. 
Process engraving for the slipcase, 
binding and endpapers, by Knapp 
Engraving Co., letterpress for them by 
Triggs Color Printing Corp. 


Toronto elects 
Frank Davies 


Frank Davies, editorial AD Maclean- 
Hunter Industrial Publications, has 
been elected president of the Toronto 
club. He succeeds John Richmond, 
Design Group, appointed to fill the 
term vacated by C. W. Wilton, now with 
McCann-Erickson, San Francisco. New 
executive board members are Jack 
Trevett, president Cooper & Beatty, 
and Jack Birdsall, AD Rous & Mann, 
succeeding Allan Fleming and David 
MacKay. 

Davies is a past president of the 
Typographic Designers of Canada. 

The ADC meets the last Monday of 
each month from September through 
May, except December, at 8 p.m., Archi- 
tects Club, 50 Park Rd. Members were 
recently invited to tour the Cornwall 
plant of the Howard Smith Paper Mills. 
New ADCT members are Marsh Garvie, 
Carl Brett, Richard Janisewski, Alan 
Mardon, Harry Butler, Graydon 
Elliott, James Risk, James Aldridge, 

Cy Lax, Howard Pain and James 
Donahue. 


Chapter Clips 


Baltimore: Club heard Tom Morrison, 
the voice of Mighty Mouse and other 
Terrytoons cartoon characters. 


Buffalo: Arthur W. Buchanan, manager 
of folding carton div., F. N. Burt Box 
Co., and who developed the company’s 
design dept., is guest speaker for the 
Dec. 12 luncheon meeting. Otto Manna, 
AD Flagler Advertising, is program 
chairman ... Thomas Lowes, AD BBDO, 
is Christmas party chairman .. . 

Marvin Macnow, a director of the club, 
did series of colorful posters with 
cutout figures for Unicent, children’s 
story of UNICEF and the Halloween 
Trick or Treat for UNICEF program. 
The story was written by Mrs. Albert 
Warner, radio/tv publicity chairman for 
the Buffalo UNICEF Committee. The 
posters were accepted by the UN for 
national distribution next year. 


Dallas—Ft. Worth: Club held a Rejected 
Art Show at Dallas Graphic Arts Center. 
Featuring all layouts rejected by 
members’ shops and clients, the project 
was held as a public display of “jobs 
that only the artist believed in.” Bruce 
Griffin was show chairman. . . . Thomas 


R. Young, AD vp Keitz and Herndon, 





is exhibition chairman of the 1961 
annual show. . . . Bill Wagley was voted 
the club’s most valuable member . . . 
Program of a recent meeting: movies 
made by ADs from around the country 
as fun projects. Guy Deal, one of the 
movie makers, was present. 


Kansas City: Tom Korchak heads the 
committee on the NSAD project 
assignment, national society history. 


Jacksonville: Recent program: John Fox, 
Jacksonville Paper Co., discussed Paper 
Trend in the Last Decade, showed a 
film. ... Dick Pearson is chairman of 
club’s first annual. John Ropp and Dan 
Green are on his committee. Phil Kafka 
heads the production control committee, 
members are Leo Bassett, Dick McGee 
and Don Topping. Larry Werber is 
photographer. 


Los Angeles: Walter Doty, director of 
editorial research, Sunset Magazine, 

was recent speaker . . . Club’s Dec. 9 
meeting is Christmas Fund Party. Mem- 
bers bring toys for crippled children. . . . 
Jack Eipper, Ed Mitchell and Ted 
Poyser judged local entries for TB Seal. 


Memphis: Fred Price arranged for a 
recent meeting program featuring 
discussion of differences between local 
art and agency operations and those of 
New York and Chicago. Panelists were 
Eunice Gibney, Gibney Sales & 
Advertising; Pat McCain, Plough, Inc.; 
John Scott, Lake-Spiro-Shurman. 


Rochester: Recent guest speakers: 
William Taubin, AD Doyle Dane 
Bernbach, New York, and George Guido, 
AD Campbell-Ewald, Detroit . . . New 
members are Seth Fagerstrom, and 
Francesco DiSciullo, both of Rumrill; 
Harry J. Bliss, Smith Hart Printing; 
Samuel N. DiStasio, Carey Studios. .. . 
Assn. of Industrial Advertisers section of 
Rochester Advertisers holds monthly 
workshops. First one featured the AD. 
ADC members were panelists. Other 
sessions cover photography, copy, 
printing. 


Si. Louis: New members: AD Al Gowan, 
Newcomer Corp., Columbia; artist 
Joseph A. G’Sell, International Shoe 
Co.; artist Billy T. Jones, Wohl Shoe 
Co.; AD Jean Ellen Moss, American 
Press, Columbia; AD Richard V. Prow, 
Katzif-George-Wemhoener; artist 
Francis M. Williams, Mallinckrodt 
Chem. Works. 
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TF Q-COLOR PROCESS os sec or utcrpres 


When customers cannot wait for 4-color plates and production, the mod- 


Model: Claudia Rhodes 





This insert is printed by 


ized 2-col th ituati This insert i l f offset in two colors on Can- 

ernized 2-color process may save the situation. This insert is an example o tine’s Zenagioss Offset Coated 

van, what can economically be produced at top speed by 2-color process on a fine 25x38—80 (160M), S-coter 
photograph and process sepa- 

coated paper such as Cantine’s Zenagloss. rations by Pictura, New York 


— Ww Ww 


The Martin Cantine Company, Saugerties, N. Y. 
— Specialists in Coated Papers since 1888. 


((andtiej LENAGLOSS OFFSET COATED 






2 ' C0 LO R PR 0 CE S S widens the color printing market 


2-color process printing has proved commercially practical for both offset 
and letterpress. It is not a substitute for 4-color work when a close match 
of intricate color copy is demanded. But with Cantine’s Coated Papers, it 
gives remarkable multicolor effects —and at a saving of time and money. 


It widens the market for color printing of quality. 


00s Cuated Abe 


This insert produced by 
offset in two colors on Can- 
tine’s Zenagloss Coated 
Offset 25x 38—80 (160M). 
Dual-color separations 
made by Pictura, New York 
City, from full-color trans- 
parency furnished by Pan 
American World Airways 
System. (Scene in the 
French Riviera). 23x29 
A.T.F. Big Chief Press. Inks 
by General Printing Ink Co. 
- 
For extra colors, an Esopus 
Tint is recommended. Ask 
your paper merchant for 
samples, or write: The Mar- 
tin Cantine Company, Sau- 
gerties, N. Y., specialists in 
Coated Papers since 1888. 
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(continued from page 102) 


E-MOTION. 2 versions: 17 or 35 min. Summarizes 
findings of studies of magazines, newspapers, 
radio & TV & how consumers regard & use 
media. TBA. 


EXHIBIT OF 1959 DIRECT MAIL LEADERS. 45 min. 
67 slides with script. $15. DMAA. 


THE EXPONENTIAL. 2 versions: 27 or 42 min. 
Importance of TV advertising in our economy. 
TBA. 


FACES & FORTUNES. 14-17 min. The development 
of corporate heraldry through the ages; the im- 
portance & benefits of well-planned corporate 
look. A Kimberly-Clark Corp. film. Produced by 
Morton & Millie Goldsholl & Saul Bass; narra- 
tion by Hans Conreid. KC. 


HEADLINING THE 1957 DIRECT MAIL LEADERS. 
35mm slide set with 334% rpm disc. $10. DMAA. 


HOUSE THAT TV BUILT. 10 min. B/W. Lestoil’s 
bold, imaginative use of a single medium. TBA. 


HOW MOVIE ADS ARE MADE. 10 min. $1.50. Script- 
to-screen analysis & tour of an advertising film 
producer’s techniques. CCNY. 


HOW TO MAKE A TV COMMERCIAL. 38 min. $1.50. 
The work of over 200 specialists is pictured 
against agency-client backgrounds in creating 
6 commercials. A Ford Motor Co. film. CCNY. 


HOW TO PREPARE BETTER NEWSPAPER ADVER- 
TISING. 44 min. 35mm filmstrip. NAEA. 


HOW YOU CAN MAKE MORE MONEY WITH DIRECT 
MAIL ADVERTISING. 35mm slide set with 334% 
rpm disc. $10. Cartoon presentation of the 
medium’s sales effectiveness. DMAA. 


IDEAS FOR SALES. 14 min. Cartoons dramatize 
local impact of magazine advertising. MAB. 


IN BACK OF THE HEADLINES. 34 min. Newspaper 
preparation, from ad contracts to home deliv- 
ery. San Bernardino Sun & Telegram story. 
SBST. 


INSIDE TEST CITY, U.S.A. 15 min. Survey on the 
question, How much effect do national maga- 
zines have on the lives of typical Americans 
today? RD. 


MAKING OF A MAGAZINE. 10 min. B/W. $2. SD. 


MAN WHO BUILT A BETTER MOUSETRAP. 17 min. 
$1.50. Advertising’s economic value & roles 
as the fastest, lowest-cost way to reach pros- 
pects. A Standard Oil of Indiana Co. film. CCNY. 


MARKETING IN MEXICO. 20 min. $5.75. Problems 
& methods: buying psychology & practices, dis- 
tribution channels, advertising & marketing 
policy. CCNY. 

MERCHANDISING IN MOTION. 25 min. Modern 
mass distribution. A Sears, Roebuck & Co. film. 
MTPS. 


THE MIRACLE OF MILLIONS. 35 min. Why The News 
has the largest circulation of any U.S. news- 
paper. New York Daily News story. NYDN. 


no headaches here 


Why suffer headaches over 
less-than-perfect color work? 


Instead, go right toK &L 

with your requirements for Dye 
Transfers & Ektacolor (‘C’’) 

prints for reproduction, comps, 
displays, color processing, 
flexichromes, transparencies, slides 
and filmstrips. Be sure of finest, 
exact color reproduction delivered 
on time. 

For instant relief of headaches 

due to color problems consult 

K & L’s top technicians — Sam Lang 
and Len Zoref. Call or write for 

K & L’s free Color Data Handbook and 
complete Price List. 
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color service, inc. 


AND ANG Dept. A-12 ; 10 East 46th Street, N.Y. 17, 


N. Y. Murray Hiil 7-2595 
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How many times have you cussed 'n fumed at ordinary hard-to-use 


friskets? 


FRISKET FILM, a prepared self-adhesive frisket, gives you full visibility 
for easier cutting. Actually stronger and makes your work a real snap. 


You can even draw on one side... it’s frosted! 


Thousands of artists have used FRISKET FILM for many years and 
have enjoyed its benefits. Comes in handy rolls...convenient and 


economical. 


Try it! Send for a free sample and brochure. 


bienfan g@ or co, inc, 


METUCHEN, N.J., 
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NEWSPAPERS MEAN BUSINESS. 25 min. 35mm 
filmstrip. Medium’s importance to national & 
retai! advertisers. BA. 

OPPORTUNITIES UNLIMITED. 18 min. $1.50. 
Changes in the U.S. market & its researched 
business opportunities. A Life film. CCNY. 

PLUS OVER NORMAL. 50 min. B/W. 3-part presen. 
tation of TV’s potentia! as retailers’ sales tool. 
TBA. 

POINT-OF-PURCHASE ADVERTISING IN MOTION. H. 


PRESSURE-SENSITIVES AT THE POINT OF PUR- 
CHASE. POPAI. 

PRICE OF FREEDOM. 20 min. B/W. $1. Communi- 
cation freedoms. UK. 

PROPAGANDA TECHNIQUE. 1 min. B/W. $1.50. 
Recognizing & evaluating propaganda & adopt- 
ing a critical attitude. UK. 


You can’t top us when it comes 
to the ultimate in service and 
performance... call us and try. 


ROLE OF POINT OF PURCHASE ADVERTISING IN 
MODERN MARKETING. 30 min. 35mm slide set 
Produced by POPAI in cooperation ‘with the 
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14 East 39 St. New York 
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Kodak TYPE C color 
printing at its best! 
® Backed by experience 
gained in 20 years of 
custom color printing 
FOR: * Layout 


¢ Reproduction 

* Quantities 

° ColorNegatives 
FROM: + Color Transparencies 

« Color Artwork 








“Ralph Marks Color olebe. 
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Everything 
for the 
commercial 
artist 


149 E. 60th, NYC 
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Assn. of National Advertisers’ Sales Promotion 
Committee. POPAI 
SALES CATCHERS. 15 min. Filmstrip. $2. Window 


store displays & how to use them successfully 
A POPAI film. CCNY. 


THE SIGN OF PLEXIGLAS. RH. 


STUDY & ANALYSIS OF THEATER SCREEN ADVER- 
TISING. 8 min. $1.50. Sindlinger research find- 
ings showing screen ads’ effects. CCNY. 


THE 39th TV AWARDS EXHIBITION. 35 min. Out- 
standing TV commercials of 1959. ADCNY. 


TELL IT TO THE TEENS. 25 min. 35mm filmstrip. 
Growth, significance & potential of teen-age 
market. BA. 


TELL IT WITH TELEVISION. 10 min. B/W. $1.50. 
Production of a telecast, various participants 
& their duties. CCNY. 


THIS IS HOW | WOULD HAVE DONE THESE ADS. 
30-40 min. 19 slides with script. Stephen 
Baker’s featured presentafion at Advertising 
Age’s Summer Workshop on Creativity in Adver- 
tising wherein he demonstrates & discusses his 
redesigns of current print advertising. SB. 


TREES TO TRIBUNE. 43 min. Production of the 
Chicago Tribune. CT. 

UNCONSCIOUS MOTIVATION. 38 min. B/W. $4.25. 
How the unconscious infiuences thoughts, fee!- 
ings & actions of the conscious mind. CCNY. 

VERSATILITY UNLIMITED. 26 min. Different ways 
advertisers use newspapers. BA. 

WHAT DOES ADVERTISING DO? 13 min. Filmstrip. 
$3. Its economic importance & function. CCNY. 

VISION OF TELEVISION. 40 min. TV as an ingre 
dient in daily living—its audience, corpora‘e 
image promotion, educational uses & eco- 
nomics, compared to print media. TBA. 
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WALBAUM 
ie aA 


Amsterdam Continental Types and 
Graphic Equipment Inc. is privileged 
to make Walbaum available in the 
United States on American point body. 


J. G. Justus Erich WALBAUM 
(1768-1837) was the most celebrated 
Central European type designer of the 
Age of Reason. Walbaum was selected 
for printing the works of his great 
contemporaries, Goethe and Schiller. 
These were the times that produced the 
great names: England’s John Basker- 
ville, Italy’s Giambattista Bodoni, 
France’s Firmin Didot. 


WALBAUM, increasingly, has be- 
come known as a typophile’s face. In 
England, Oliver Simon of The Cur- 
win Press prized the Walbaum family 
and, with it, created some of the 
more celebrated examples of the 
printer’s art. 








Today’s Walbaum is cast in excep- 
tionally fine metal. Its well-balanced, 
precisely-proportioned lines are sen- 
sitive as the classic logic of its inspi- 
ration, yet sturdy enough to starid the 
severe tests of the 20th century photo- 
mechanical reproduction methods. 


WALBAUM—-6 to 48 point body sizes, 
including small and large 10 point 
ITALIC —6 to 36 point body sizes, 
including small and large 10 point 
MEDIUM — 6 to 36 point body sizes, 
including small and large 10 point 





Available from the sole importers: 
AMSTERDAM CONTINENTAL TYPES 
AND GRAPHIC EQUIPMENT, INC. 
8 276 Park Ave. So., New York 10 
SP 7-4980 Please write for specimen sheets. 
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films for club programs 





WE PLANNED IT THAT WAY. 20 min. $1.50. Manu- 
facturing, styling, organizing displays & selling 
men’s hats. A Frank Lee Hats film. CCNY. 

WINDOW & INTERIOR DISPLAY. 15 min. Filmstrip. 
$3. Applications of drugstore displays. CCNY. 


ARCHITECTURE 

ADOBE CITY. 15 min. $7.50. Sante Fe’s architec- 
ture. CFI. 

ARCHITECTS OF ENGLAND. 12 min. B/W. $5. From 
Stonehenge to Elizabethan & Georgian times to 
now. CFI. 

ARCHITECTURE—MEXICO. 18 min. B/W. $7.50. 
Mexico’s modern approach: Skyscrapers, hous- 
ing projects, Mexico City’s Pedregal district & 
the University of Mexico. NYU. 

THE BUILDERS. 31 min. Story of architecture & 
construction. A Wire Reinforcement Institute 
film. MTPS. 

CATHEDRAL OF CHARTRES. 10 min. $3. Sculptures 
& architecture. IFB. 

THE CITY. 30 min. B/W. $4.50. City planning; 
Lewis Mumford commentary. SFMA. 

EVOLUTION OF THE SKYSCRAPER. 4 reels. B/W. 
Silent. $12. America’s principal architects’ out- 
standing buildings. MMA. 

FOR ALL ETERNITY. 2 reels. 35mm. B/W. $12. 
British cathedral views. MMA. 

FRANK LLOYD WRIGHT. 28 min. $9. The tate archi- 
tect discusses his theories & analyzes contem- 
porary styles. IFB. 

HISTORIC OLD ST. PAULS. 14. $3.50. Past & pres- 
ent views of London’s landmark. IFB. 

THE HOME PLACE. 3 reels. 16 & 35mm, $4.50 & 
$9 respectively. B/W. American farmsteads 
from colonial times to now. MMA. 

HOUSE. 1 reel. $10. A Southern California home. 
MMA. 

JAPANESE HOUSE. 2 reels. B/W. $6. Nipponese 
house-garden influence on modern design. MMA. 

JEFFERSON THE ARCHITECT. 11 min. $3. His con- 
cepts & designs. IFB. 

MODERN ARCHITECTURE. 1 reel. 35mm. B/W. 
Silent: $6. Le Corbusier & Pierre Jeanneret 
creations; French subtitles. MMA. 

THE NATION'S CAPITOL. 15 min. $3. Washington's 
architectural monuments. IFB. 

OUR HERITAGE #1 & #2, 14 & 16 min. respec- 
tively. Both $3.50. India’s architecture. IFB. 
SHRINE OF A NATION. 14 min. $3.50. Westminster 

Abbey study. IFB. 

SKYLINES. 29 min. New schools, shopping centers 
& industrial buildings. A Bethlehem Steel Co. 
film. MTPS. 

TALIESIN EAST & TALIESIN WEST. Both 11 min. & 
$7.50. Frank Lioyd Wright discusses his Wis- 
consin & Arizona homes’ adherence to his build- 
ings-blend-with-natural-settings principle. Fl. 

WALTER GROPIUS. 28 min. $9. Modern architec- 
ture’s growth, described by founder “ the 
Bauhaus School, Dessau. IFB. 
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~ the 
en 
of every 
artist... 


. is to work with ease 
on a colored drawing 
board ideal for posters, 
illustrations, and pres- 
entations that radiate 
their enthusiasm... 


...is to have a choice 
of over 69 colors and 
finishes ... 


CRESCENT !S THIS 
DREAM-COME-TRUE 

. a vast selection for 
every artist. See them 
at leading art material 
dealers or write for 
samples! 
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ART 

ANIMATED CARTOONS—THE TOY THAT GREW UP. 
17 min. $6. History & demonstration of earliest 
animation techniques. IFB. 

ANIMATED PAINTINGS. Silent. Pre-film animation 
from the magic lantern era. SFMA. 

ART & MOTION. $5. Contemporary modern art 
trends, with motion’s role as an integral visual 
art element. EBF. 

ART IN ASIA & THE WEST. 25 min. B/W. $10. 
A discussion with Marjorie Trumbull, of The 
San Francisco Chronicle. SFMA. 

ART IN OUR WORLD. 10 min. $5. Environmental 
inspiration. interpreted through the artist's 
eyes. IFB. 

ART IN THE WESTERN WORLD. 30 min. $10. Treas- 
ures of the National Gallery of Art, Washington, 
D.C. EBF. 

THE ART INSTITUTE OF CHICAGO. 10 min. B/W. 


$3. Activities & exhibits. IFB. \ ° 
L'ART RETROUVE. 1 reel. B/W. 16 & 35mm, $4 & black and white 


$6 respectively. Post-war resurgence of crea- | | lin ea rt is our 


tivity in France; commentary in French. MMA. 


ART SURVIVES THE TIMES. 11 min. B/W. $3. specialty 
Studio visits to Utrillo, Braque, Matisse,. 


ae" | PATTERSON & HALL + 425 BUSH STREET~ SAN FRANCISCO 


ART TREASURES FROM THE VIENNESE COLLEC- 
TIONS. 31 min. $15. From jewels & rock crystals 
to tapestries & paintings, circa Augustus to 
Napoleon. IFB. 

ARTISTS & NATURE. 10 min. $5. Seeing & inter- 
preting. IFB. 

BALZAC. 2 reels. B/W. $10. Contemporary illus- 
trations, portraits & documents; French com- 
mentary. MMA. 

THE BEGINNING OF HISTORY. 46 min. B/W. $10. 
Stone, Bronze & Iron Age antiques, animated 
maps, diagrams & reconstructions. IFB. 

THE BEHAVIOR OF LIGHT. 1 reel. B/W. 16 & 35 Leatherette files to hold 12 issues of 
mm, $3 & $6 respectively. Silent. Light, shadow, Art Direction. 
reflection, refraction & color phenomena. MMA. $2.50 each, 3 for $7.00, 6 for $13.00. 

PETER BREUGHEL. 11 min. $12.50. From The Satisfaction guaranteed or your 
Golden Age of Flemish Painting series. RFL. money back. 

BRIGHT NEW WORLD. 29 min. How man has used Mail coupon today. 
color—how its use improves homes & work- 
shops. A Pittsburgh Plate Glass Co. film. MIPS. |; ~~~ ~~~ "TTT TT TTT oem nnn 

BROADSTROKE DRAWING. 11 min. B/W. $2.50. |{ Att Direction Magazine 


Broad-edge crayon shading, design & manipula- 19 West 44th Street 
tion hints. IFB. New York 36, New York 
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BRUSH & COLOR MAKING. 10 min. A trip through Please send me, postpaid, 
M. Grumbacher, Inc.’s brush & color manufac- files. I enclose $ 
turing plant. (Attached to the end of the 3 Grum- 
bacher releases: The Portrait, Water Color Nome Weis wel 
Landscape & Exploring Casein.) MG. 


AC: Americon Con Co., 100 Pork Ave., N.Y. 17. ADCM: Address 
Art Directors Club of Milwaukee; George Heim, c/o Wells 
Bodger Corp., 225 W. Capito! Drive, Milwaukee, Wisc. 
ADCNY: Art Directors Club of New York, 115 E. 40th St., 
N.Y. 16. AB: Association Films, Ridgefield, NJ. APPI: 
Americon Forest Products Industries, 1816 N St. N.W., 
Washington, D.C. ANPA-BA: American Newspaper Pub- 
lishers Assn., Bureau of Advertising, 485 Lexington Ave. 
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North & South & East & West! 
Our photoengravings are used by leading agencies all over the U.S. A. 


Collins, Miller & Hutchings inc. 


333 WEST LAKE STREET - CHICAGO 6 


America’s finest photoengraving plant for letterpress and gravure a 











OF oT ART: 


We're testing— 


SPECIAL BONUS pack of FIVE SHEETS 
(8%s’’x12”) Saral artists’ transfer paper. . . 
Usual 4-sheet pack (red, blue, yellow 
and graphite) with EXTRA SHEET OF 
NEW WHITE. Send order with $1 to S. B. 
Albertis, 5 Tudor City Place, NYC 17 








PEPPERMINT 
PLASTIC 


LEAVES AIR CLEAN 








PROFESSIONAL COURSES IN 


RETOUCHING 


COLOR TRANSPARENCY 

AIRBRUSH e FLEXICHROME 
piace toleam GERMAIN 
Retouching”. school of 

225 BROADWAY. NEW YORK 7 « WO 4-4550 











N.Y. 17. ANPA-RI: American Newspaper Publishers Assn., 

Research Institute, Box 598, Easton, Pa. A$s Abitibi 

Service, Inc., 131 N. Ludlow St., Deyton 2, O. ATAA: 

Advertising Typogrophers Assn. of America, 461 8th Ave., 
Y 


N.Y. 1. 
BBB: Bemis Bro. Bag Co., 408 Pine St., St. Louis, Mo. 
BIS: British Information Services, 45 Rockefeller Plaza, 
.Y. 20. BPs Bowster Paper Co., Inc., 250 Park Ave., 
N.Y. 17. 
CB: Chase Bag Co., 309 W. Jackson Bivd., Chicago, Ill. 
CC: Continental Can Co., Community Relations, 100 E. 
42nd St., N.Y. 17. ©CAs Container Corp. of America, 
Display Division, 900 Ogden Ave., Chicago 22, III. CCNY: 
City College of New York, Audio-Visual Center, 17 Lex- 
ington Ave., N.Y. 10. CFs Coronet Films, Coronet Bidg., 
Chicago II. CFs Contemporary Films, Inc., 267 W. 25th 
St., N.Y. 1; Midwest Office: 614 Davis St., ‘Evanston, i. 
CIES: Consolidated International Equipment &  Sueply Co., 
Martin A. Rose, Dept. G, 330 W. 26th St., 1. CP: 
Copley Productions, Union-Tribune Bidg., San — Calif. 
CPC: Continental Paper Co., Ridge Pork, N.J. €16: 
Cinema 16, 175 Lexington Ave., N.Y. 16. C¥s The Chicago 
Tribune, Chicago, Ili. CTFL: Canadian Travel Film 
Library, 630 Sth Ave., N.Y.C.; Midwest Office: 111 N. 
Wabash Ave., Chicago 2, III. CW Colonial Williamsburg, 
Film Distribution Service, Williamsburg, Va. 
DMAA: Direct Mail Advertising Assn., 3 E. 57th St., 
N.Y. 22. DP-PP: E. |. du Pont de Nemours & Co., Photo 
Products Dept., & DP-PR: E. |. de Pont de Nemours & Co., 
Public Relations Dept., both Wilmington, Del. 
EBF: Encyclopedia Britannica Films, 1150 Wilmette Ave., 
Wilmette, !tl. BCP: Eastman Chemical Products, inc., 
260 Medison Ave., NYC. EK: Eastman Kodak Co., Audio- 
Visual Service, Rochester 4, N.Y. ESANY: Electrotypers 
& Stereotypers Assn. of New York, Inc., 110 E. 42nd St., 
N.Y. 17. 
Fis Film images, inc., 1860 Broadway, N.Y. 23. PBA: 
Fibre Box Assn., 1145 18th N.W., Washington, D.C. 
FCHS: F. C. Hyok & Sons, Rensselaer, N.Y. FPBA: Fold- 
ing Paper Box Assn., 337 W. Madison St., Chicago, III. 
PWC: Floyd W. Cocking, 4757 Constance Drive, San 
Diego, Calif. 
GPP: Goss Printing Press Co., 501 W. 3st St., Chicago 
50, 11. GTA: Gravure Technical Assn., Inc., Edward St. 
John, 30 Rockefeller Plaza, N.Y.C. GTR: Goodyeor Tire 
& Rubber Co., 1144 E. Market St., Akron 16, O. 
Hs: Hankscraft Co., Booster Bidg., Reedsburg, | Wisc. HE: 
wg Engraving Co., Inc., 44 W. 28th St., 1. HHH: 
. H. Heinrich, Inc., Port of Authority Bide, te Ave. at 
Sah St., N.Y. 11. HPs Hercules Powder Co., Cellulose 
Products Dept., Wilmington, Del. MPP: Hudson Pulp & 
Paper Corp., Film Lending Library, 505 Park Ave., N.Y. 22. 
HS: Harris-Seybold Co., 4510 E. 71st St., Cleveland 5, O.; 
Eastern Office: 380 2nd Ave., N.Y. 10; Western Office: 
460 Battery St., San Francisco 11, Calif. 
IC: Intertype Corp., 360 Furman St., Brooklyn 1, N.Y.C. 
§FB: international Film Bureau, Inc., 57 E. Jackson Bivd., 
Chicago 4, Ill. §Ps International Paper Co., 22 E. 42nd 
St., N.Y. 17. “f Ln eee Corp., Printing Ink Div., 
67 W. 44th St., 
KC: Kimberly- Clerk Corp., E. J. Levendowski, 250 Park 
Ave., N.Y. 17. 
MAB: Magazine Advertising Bureau Ofsnzsioe Publish- 
ers Assn., Inc:), 444 Madison Ave., N.Y. 22. MG: M. Brom- 
bacher, ‘iInc., Film Librory, 460 Ww. 34th St., N.Y. 1 
ML: Mergenthaler Linotype Co, Pork & Ryerson Sts., 
Brooklyn 5, N.Y¥.C. MLC: McCandlish Lithograph Corp., 
Roberts Ave. & Stokely St., Philadelphia 29, Po. MMA: 
Museum of Modern Art Film Library, 11 W. S3rd St., 
N.Y. 19. MAP: Mead Packaging, Inc., 230 Park Ave., 
N.Y. 22. MPPM: Miehle Printing Press & Mfg. Co., 2011 
Hastings St., Chicago, Ill. "a Ls Talking Pic- 
ture Service, Inc., 3 &. 54th St., 
NAEA: Nations! Advertising “1k. Assn. , Robert C 
Pace, Box 147; Danville, I!!. NEA: National Canners Assn., 
1739 H St. N.W., Washington 6, D.C. NJM: New Jersey 
Machine Corp., Willow Ave. at llth St., Hoboken, NJ 
NFBC: Notional Film Boord of Canada, 630 Sth Ave., 
N.Y. 20. NYDN: New York Daily News, 220 E. 42nd St., 
N.Y. 17. NYU: New York University Film Library, 26 
Washington Place, N.Y. 3. 
Ol: Owens-!Ilinois Glass Co., Toledo 1, O. 
PHG: P. H. Glatfelter Co., Spring Grove, Po. POPAI: 
Point-of-Purchase Advertising Institute, Inc., a a 
May, Director, Member Service, 11 W. 42nd ‘St., 3 
PP: Peerless Processing Corp., 165 W. 46th St., 
PRS: Powell River Sales Corp., 10 E. 40th St., N.Y. 
RD: Reader's Digest, 270 Park Ave., N.Y. 17. RFL: Rem- 
brondt Film Library, 267 W. 25th St., N.Y. 1. Rs Rohm & 
Haas Co., Plastics Dept., Washington Sq., Philadelphia 5, 
Pa. RMA: Reynolds Metals Co., 19 E. 47th St., N.Y. 17. 
$B: Stephen Boker, Vice-President & Senior AD, Cunning- 
hom & Walsh, Inc., 260 Madison Ave., N.Y. 
San Bernardino Sun & Telegram, San Bernardino, Colii 
$D: South Dakota State College, Photo-Lab College Sto- 
tion, Brookings, $.D. SF: Sanford Museum, Cherokee, la 
MMA: Son Francisco Museum of Art, Civic Center, San 
Francisco 2, Calif. $$: Stokes & Smith Co., 4900 Summer- 
dale Ave., Philadelphia 24, Pa. STA: Society of Typo- 
graphic Arts, Luke Wasserman, Education Chairman, ¢/o 
Klein-Wasserman Design, 11 E. Walton, Chicago 11, III 
$V: Sinclair and Valentine Co., 611 W. 129th St., N.Y. 27 
TBA: Television Bureau of Advertising, Inc., 1 Rockefeller 
Plaza, N.Y. 20. UP: Ulano Products Co., 610 Dean St 
Brooklyn 38, N.Y. 
UKs University of Kansas University Extension, Bureau of 
Visual Information, Lawrence, Kans. USMC: United Shoe 
Machinery Corp., 140 Federal St., Boston 7, Mass. 
WMDF: W. M. Dennis Films, 2506/2 W. 7th St., Los 
Angeles 57, Calif. 


(continued in a future issue) 
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trade talk 


ART DIRECTORS ®ALTIMORE: Joseph 
A. Taney. AD of 


USIA monthly, America Illustrated, distrib- 
uted in Russia and Poland, addressed a re- 
cent meeting of Baltimore ADC .. . Sketch 
sessions, ADC-sponsored are held at Blakes- 
lee Lane Studios, 916 N. Charles St. Details 
from Gary Goldman, 15 E. Fayette St., LExing- 
ton 9-5400 . . . BOSTON: Joe Havens from 
BBDO to K&E ... Alan S. Mintz, from creative 
director, Jackson Associates, Holyoke, to same 
spot at E. J: Hughes Co., Springfield . . . John 
Joseph Phelan, director of creative packaging 
for Mead Packaging's Atlanta plant, now at the 
Lawrence plant as director of creative pack- 
aging for all of MP... BUFFALO: ADC will 
distribute a new directory of local artists, plans 
a tv safety contest for art students. Recent 
meeting, chaired by Joseph Petrino, tv dept. 
head, Comstock & Co., featured a film of the 
tv awards from 1960 show . . . CHARLOTTE: 
Former freelancer Al Fincher replaces Charles 
G. (Chick) McKinney as AD of J. T. Howard 
agency. McKinney becomes AE, remains in 
Raleigh office . . . CHICAGO: Robert Sidney 
Dickens is the new president of Package De- 
signers Council. He succeeds Karl Fiak, New 
York. Dickens and Fink were also re-elected 
directors. Other officers include Margery Mark- 
ley, exec vp and director; May Bender, secre- 
tary; Saul Nesbitt. treasurer . . . Carl Regehr 
incorporated his design offices, at 200 E. Ohio 
St... . Ralph E. Eckerstrom, Container Corp. 
of America; and Joseph M. McGarry, Interna- 
tional Minerals & Chemicals, were nominated 
to serve on executive committee of Interna- 
tional Design Conference in Aspen. Others on 
the 3 year committee are Bernard S. Benson, 
head of data processing machine development 
firm, LA: Norman McLaren, National Film 
Board of Canada, Montreal; Bruce MacKenzie, 
IBM, and Cipe Pineles Golden, Mademoiselle 
magazine, both New York . . . Joel Baird Katz, 
who had his own agency, and Arnold H. Ro- 
senthal, former AD at Edward H. Weiss, formed 
Arnold/Baird, Inc., 612 N. Michigan Ave. 
Offers design and agency service . . . Thomas 
M. Gannon joined Aubrey, Finlay, Marley & 
Hodgson as an AD on industrial accounts... 
Ralph M. Young from Waldie & Briggs to 
Campbell-Mithun . .. Ludwig Dochtermann left 
Whitaker-Guernsey Studios for vp/senior AD 
Leonard S. Rubenstein’s staff at Clinton E. 
Frank . . . Collins, Miller & Hutchings mailing 
series 3 of proof and art files material on 
illustrators Robert Addison, Stevens-Gross Stu- 
dios; Phoebe Moore. freelance associated with 
Whitaker-Guernsey Studio; William G. Jacob- 
son: Stan Ekman, Glenview, Ill.; Ted Rand. 
associate in Graphic Studios, Seattle; and 
photographer Robert Elmore, Wesley Bowman 
Studio . .. CLEVELAND: ADC had Georgi N. 
Bolshakov as recent guest speaker. He is edi- 








tor in chief of USSR, the only English language 
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expect more 
from Monogram 


Even a skate can be something 
special in the hands of people 
who care. We do. Workaday 
jobs as well as the big image- 
building campaigns get a cre- 
ative touch at Monogram that 
you'll find nowhere else in 
town. Try us. In the past fif- 
teen years we’ve helped clients 
win awards in every art cate- 
gory. We’d like to help you. 
Call PL 3-8974. Or write: 
Monogram Art Studio Inc. 
515 Madison Ave. N. Y. 22. 
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trade talk 


periodical published in US by the USSR. 
Club bought subscription to Art Direction, 
to go to AD of the monthly, Mrs. Marina 
Zabolotskaya, Moscow .. . William H. Bernsau 
from KYW-TV to Wellman Co. .. . To KYW: 
Kenneth C. Philo. from asst. AD, KMTV, 
Omaha ... INDIANAPOLIS: ADCI heard 
Hal Brooks and Bob Sutton, both from New 
Center Studios, Detroit. Jack Butler, AD Louis 
Wade Advertising, Ft. Wayne, introduced the 
speakers .. . HONOLULU: R. A. Mitchell, Jr. 
was elected a vp/director of Edward Enter- 
prises, printers and lithographers. He was 
asst. director of public relations for Hawaii 
Employers Council. At EE he will provide 
customer counseling in printing design and 
planning ... KANSAS CITY: ADC distributing 
first issue of new quarterly publication, 
ADvertising Accent. A different studio or 
agency will design each issue. First was done 
by Barney Newcom and Austin Harmon, Har- 
mon Smith Inc. Photography by Larry Nichol- 
son. Next will be done by club president 
George F. Moyer and Bob Daughters, Moyer- 
Crandall Studios . . . LOS ANGELES: ADLA 
heard illustrator Al Parker. a founding mem- 
ber of Famous Artists School, Westport, Conn. 
. . . Jack Roberts, George Labadie and Mike 
Such were panelists for Advertising Agency 








Production Managers Club. Glenn Johnson 
was another recent speaker . . . Dick Haffey 
from Pacific Press and Westways to Buss, 
Bear & Associates . . . Representing ADLA in 
judging applicants for illustrator posts with 
the LA city schools were Hokey Simonson. 
Larry Goodwin, Nick Gallaway, Chet Collom, 
Don Foth . . . Jay Sweet resigned from Glad- 
ding, McBean, moved to Seattle . . . Ed Mitchell 
and Ted Poyser represented ADLA in judging 
local entries for Natl. TB Assn. Christmas seal 
. . » Society of Mlustrators meeting was ad- 
dressed by panelists Louis Shawl, Shawl, 
Nyeland & Seavey, S.F.; Nelson Carter. vp, 
Barnes Chase Co.; ADLA president Ted Poyser: 
Abe Marcus, counsel, Composers & Lyricists 
Guild; SI's Si Mezerow. Program chairman 
Joe Henninger moderated ... MEMPHIS: ADC 
mailed test questionnaires to membership, 
trying to get a form compiled for NSAD. Club's 
project is to survey clubs to determine mem- 
bership benefits of locals and national society 
. . . ADC received its state charter for the 
Scholarship Foundation Fund. A scholarship 
will be awarded annually to an outstand- 
ing 3rd year student at Memphis Academy 
of Arts .. . Eunice Gibney. Gibney Sales & 
Advertising Service; Patrick McCain, ad dept., 
Plough, Inc.; John Scott. AD Lake-Spiro-Shur- 


man, discussed The AD and His Creative 
Environment, for recent Memphis program .. . 
Ed Bailey was one of the judges for Atlanta’s 
show. Others were illustrator Thornton Utz, 
Sarasota: JWT AD Oren Frost. Miami.. . 
Helmut Grebe opened his studio at 337 Madi- 
son ... MILWAUKEE: Illustrators & Designers 
heard illustrator Robert Fawcett . . . ADC par- 
ticipates in education program at Layton 
School of Art. Various club members each pro- 
vide a 2 hour lecture weekly to help students 
learn job opportunities and demands of vari- 
ous art fields. Tours of studios and printing 
companies supplement the lectures .. . Frank 
Shade replaces John Schauble as AD for 
Kirby-Cogeshall-Steinau, designers/ producers 
of P.O.P. Schauble is asst. professor in art 
dept., Ferris Institute, Big Rapids, Mich. Shade 
came from Einson-Freeman, NY .. . At Mil- 
waukee Art Center: Through Dec. 4, art work 
of Daumier and Shahn, and Flexagon of Struc- 
tures & Shapes; through Dec. 11, 40th annual 
exhibition of Wisconsin Crafts, judged by 
Thomas Tibbs, director of Des Moines Art 
Center, and Kenneth F. Bates, enamelist; and 
1960 Wisconsin Printmakers Exhibition; after 
Dec. 6, Layton Art Gallery collection; Dec. 8- 
Jan. 15, Wisconsin artist Robert Von Neu- 
mann; Dec. 15-Jan. 22, selections from the 
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permanent collection, and Collection of John 
J. Reiss .. . AD Glen Sontag lectured, showed 
color slides of his European trip, for recent 
meeting of ADC . . . Palette Shop holds Christ- 
mas Card contest and display. Deadline Dec. 
20. Details from Palette, 762 N. Milwaukee St. 
The shop also announces a new framing dept. 
... NEWARK: Henry Kopel left Lasky Co. to 
conduct his own AD, type direction and ad 
design service at 508 Richmond Ave., Maple- 
wood, N.J. . . . George F. Post from Riedl & 
Freede to Douglas Turner Inc. ... NEW YORK: 
Visual creative emphasis grows in agency 
management. Examples: Paul R. Smith joined 
Grant Advertising, now headquartered in 
New York, exec vp, in charge of all creative 
services. He recently resigned frcm Fletcher 
Richards, Calkins & Holden, where he was 
partner/vice chairman of the board, super- 
visor of creative activities . . . David R. Fen- 
wick, who was vp of Grant in LA, now sr. vp 
and creative supervisor of Grant national. He 
had been partner and creative director of 
Robinson, Fenwick & Haynes before its merger 
with Grant on the west coast .. . Wallace 
Elton was elected to the executive committee 
of JWT. He is a vp and director . . . B&B pro- 
moted art group heads Gene Federico and 
Gunnard Faulk to vps . . . Edward B. Graham 


from vp of JWT to creative director, Outdoor 
Advertising Inc., a new post. Graham will 
supervise and expand creative services in 
New York, Chicago and LA ... August A. 
Wavpotich, associate director of art at OBM, 
now also a vp .. . Hal Josephs from group 
head AD at Grey to SHK as creative AD... 
Robert Crozier and William Hogan joined 
OBM .. . George Mecir, Johnstone creative 
AD, now also a vp .. . Life Books dept. of 
Time Inc. has AD Len Jossel, Ariosto Nardozzi, 
John Woods who transferred from Life maga- 
zine layout, PM Jim Smith who came from 
Life’s Chicago production office. Life magazine 
AD Charles Tudor also ADs some of the books. 
The department has been enlarged to work 
on such projects as Life World Library which 
puts out a book every 2 months. Dept. uses 
new and rerun material. Freelancer Arthur 
Solin ADed the LWL book on Russia... . 
Freelance photographer Ann Whitney, who 
was an editor of Harper's Bazaar, now with 
Johnstone as stylist and asst. AE .. . Maurice 
Mahler from Fairchild Publications to Zlowe 
Co. Mahler won the only prize to USA artist, 
in competition for Sibelius festival program, 
in Helsinki .. . Sam Q. Weissman now crea- 
tive adv. AD for all Warner Bros. pictures .. . 
Albert Frank-Guenther Law named Thomas H. 
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. one of the many 
Mel Richman talents 
devoting all of his effort 
to fresh interpretation 
of client assignments in 
creative advertising, 
promotion and direct mail. 
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trade talk 


Brady and Dominic Algieri group ADs. Silvio 
Ciancio continues as associate AD .. . Howard 
Weston Arnold, from teacher and head, ad 
design dept., School of Visual Arts, to dean 
of students, day session . . . SVA'’s evening 
course in agency art direction, by Robert 
Pliskin, B&B, vp charge of art, and Bob Brooks, 
Dick Ende, Gene Federico . . . Sidney Miller 
from associate AD, Great American Publica- 
tions, to AD Gilberton Co., publishers . . . 
ADC distributed brochure, a reprint of CBS TV 
vp John Cowden’s talk on William Golden .. . 
Louis Donato, head of ad design dept., SVA, 
had a one-man at International Art Galleries 
. . . Robert E. Kane, vp/senior AD Victor A. 
Bennett Co., went to London and Rome on 
BOAC acct. ... OMAHA: John Andrews 
now AD and first vp, Dow Advertising .. . 
OTTAWA: Norman Hallendy designed the 
new insignia for Design of Merit awards pre- 
sented by Natl. Industrial Design Council. 
Judges were Alan Jarvis, former director of 
National Gallery of Canada, and Frank 
Davies of Maclean-Hunter Publishing .. . 
PITTSBURGH: Norman J. Selmenda promoted 
to vp creative services, Marc & Co... . New 
editor for ADC newsletter is Bill Coyne, Tempo 
Studios, replacing Elmer Yochum and Bob 
Inch .. . Kenneth G. Scheid was named head 


of the new dept. of graphic arts, College of 
Fine Arts, Carnegie Tech. He had been on the 
faculty of Wharton School of Finance and 
Commerce, at U. of Pennsylvania . . . ADC 
added art supervisor Don Kelley, ADs Ken- 
neth Burke Johnston and Walter K. Miller. all 
of EWRR; asst. ADs Judith A. Thomas, Richard 
Maccoll Horton. Jerome J. Schuerger. George 
Trunbull, Garry B. Andrews. all of KMG; John 
G. Lindsey of Alcoa adv.; Richard M. Riebling. 
publications director, Carnegie Institute; 
Harold M. Parker, rep of Headliners of Pitts- 
burgh . . . PORTLAND: J. Gerald Fortis pro- 
moted to creative director in charge of copy 
and visual planning, Dawson & Turner... 
PROVIDENCE: Donald C. Brebner is new asst. 
AD of Noyes & Co. He has been with Hartford 
and New York agencies . . . Frank Hoctor. 
Noyes & Co., died at 56. He was a life mem- 
ber and former vp of the NYADC. Before 
moving to Noyes, he was with Kelly Nason 
and other New York agencies . . . ST. LOUIS: 
William Snyder. exec AD, Donahue & Coe, 
New York, was guest speaker for ADC 3rd 
annual awards dinner... SAN DIEGO: ADC’s 
Seminar ‘60 participants included Charles 
Newton. mgr. communication, Convair-Astro- 
nautics; Bernard and Jordan Lansky. syndi- 


cated cartoonist writers . . . Promotion for 
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ADC show included a painted bulletin de- 
signed by Bob Eckhart. displayed in space 
(near San Diego Civic Center) donated by 
Pacific Outdoor Advertising. KFMB-TV also 
had an interview program with club president 
Ken Kitson. Frye & Smith Lithographers; 
Eckhart: and freelance designer Bill Noonan, 
exhibit chairman . . . SYRACUSE: Leon Michel 
now creative director of Conklin, Labs & 
Bebee. From U.S. Hudson-Champlain Cele- 
bration Commission. AD Jay Garbutt rejoined, 
from Maxwell Associates. James Simmonds, 
who headed his own studio, now here as asst. 
AD ...SAN FRANCISCO: Randy Grochoske 
from Y&R to newly created post of tv AD 
at Guild, Bascom & Bonfigli. GBB moving this 
month to 222 Columbus Ave. . . . TORONTO: 
Norman Hay. director of the Natl. Industrial 
Design Council, resigned to join design firm 
Robin Bush Associates . . . Clair Stewart, for- 
mer creative director of Rolph-Clark-Stone, and 
Ted Morrison, former mgr. of the RCS packag- 
ing unit, have launched Stewart & Morrison 
Ltd., studio specializing in packaging. Rudolph 
Eswarin, another ex-RCS designer, also on 
staff. At 42 Charles St. E.... Y&R named 
Philip N. MacKenzie vp in charge of art serv- 
ices, and to the executive committee. He is a 
company stockholder, and heads print and 

































tv art depts. ... 


ART & DESIGN Annandale, N. J.: Wal- 


ter Chandoha now 
here. Cat/dog photofile expanded to full 
animal range. Phone 201 STate 2-3666 ... 
DALLAS: Portfolio is a new studio offering 
layout, design, illustration, art direction, by 
6 associated artists, operating independently: 
Carroll Collier, Marvin Krieger. Ferg Harvey. 
Hal Lindgren. Bob Knight. Dick Dane. At 
Suite 816 Rio Grande National Bldg., Riverside 
8-0633 . . . LOS ANGELES: Advertising con- 
sultant /illustrator Bill Tara was guest speaker 
at recent all-agency Communications Meeting 
day at Carson/Roberts . . . Unigraf from 4201 
W. 3rd St. to bigger quarters at 4505 W. Ist St. 
. .. LONDON: Paul Sheriff, who was the first 
winner of the NSAD AD of the Year award, 
died in London. He won Oscar as a stage and 
screen AD ... NEW YORK: SH&L appointed 
Harry W. Prichett vp of audio-visual div. He 
was president of Harry Prichett Associates... 
Hortense Mendel. director of publicity /promo- 
tion and a sales representative for Composing 
Room, died. She was the wife of designer/ 
calligrapher Ismar David. With Composing 
Room since 1936, she helped bring recognition 
to many names well known today in art 


GEORGE SAMERJAN 


80 W. 40th St. e New York 18 e LO 4-7257 
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bookshelf 





The bookshelf makes it easy for readers 


to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


' 
8 NEW BOOKS 


218. Coler Swatch Book. Contains 500 

pages of printing ink colors, with over 
24,000 perforated color swatches for easy 
removal. One section is printed on coated, 
another on uncoated, to facilitate exact 
t color matching. Individual color sections 
' can be reordered and inserted in this spe- 
cially bound book. $47.50 prepaid, 10 day 
money back guarantee 


219. Lee Streamlined Copy-fitting Hand- 

book. Arthur B. Lee. Comes with the 
Leo Streamlined Copy-fitting Gauge, made 
of Vinylite, which fits into a pocket inside 2nd 
cover. The book has 32 pp. of Linotype and 
Intertype faces with complete alphabet 
showings—lowercase, caps and small caps— 
of all available sizes up to 18 pt. The gauge 
scale to be used for linear character count 
is indicated next to each alphabet showing. 
Many other aids included. Printed in 2 col- 
ors, 6x9 pp. $4.95 


220. The Picture Universe. U.S. Camera 

1961. Edited by Tom Maloney. |n- 
cludes a full color 4 ft. pullout view of 
Switzerland by Emil Schulthess, portfolios by 
Alexander Liberman (from his book The 
Artist in the Studio), Alfred Eisenstaedt, Roy 


Stryker (The Lean Thirties), William Klein. 


(Rome), Harper's Bazaar (March 1960), Eve- 
lyn Hofer (The Stones of Florence), Vogue 
feature editor Allene Talmey on Penn, Irving 
Penn (Moments Preserved, from his book of 
the same title). Also, Photography in Space 
$10 
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1 221). Graphis Annual 60/61. Edited by 
' Walter Herdeg. 832 illus., 97 of them 
: in color, of the work of over 500 artists and 
1 designers in 22 countries. Includes every- 
! thing from ads to house organs, magazine 
7 covers, tv, calendars and Christmas cards. 
a In all, 14 categories. Introduction by Leo 
§  Lionni. $15 
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222. Modern Publicity 1960/61. Edited by 

Wilfrid Walter. Examples from 28 coun- 
tries, including some in eastern Europe. 
Most, from Germany, Japan, Sweden and the 
U.S. Noseparation according to origin, 
so interesting juxtaposition of varied con- 
cepts and styles in same category. More 
than 400 b/w illustrations, 70 in color. $9.95. 


223. Ilustrators ‘60. Edited by Howard 
Munce. Best of current American illus- 
tration, in a book designed by Lester Beall 
ond published for the Society of lilustrators 
of New York. More than 350 selections by 
about 300 artists from around the country, 
chosen by noted jurors (24 ADs and artists) 
for the SI 1960 show. Judges discuss their 
categories. Articles by Harry Carter, George 
Shealy, Arthur William Brown. $12.95. 


224. Who's Who in Commercial Art and’ 

Photography. Director’s Art Institute. 
Collection of lists of artists, photographers, 
agents, studios, representatives, art buyers 
The last category is broken down into ad 
agency, book publisher, magazine, business. 
Name, address, phone, and specialty cate- 
gory ore listed for producers and buyers 
$15 








ANNUALS 


197. New York Art Directors’ 38th Annual. 
Edited by Edward R. Wade. Some 500 
pieces shown off to the full, with book's own 
design a subservient showcase for the show. 
Good reference with clean open look. Illustration 
section has art big, then reduced in advertising 
applications. About 330 pages, including six pages 
of cross reference, and articles on the club's high- 
lights this year. Designed by Edward P. Diehl. $15. 
(Also available: the 37th Annual, $12.50, order 
number 182; the 36th Annual, $12.50, order num- 
ber 165; the 35th Annual, $12.50, 146.) 
207. Symbology. Elwood Whitney, Editor. The 
Fourth Communications Conference of the 
New York ADC-all the papers by leaders in 
design, research, industry, advertising and au- 
thorities on symbology in art and language, plus 
b/w illustrations in 192 pp. book designed by 
Mahion Cline. Index. $6.95. 
214. International Poster Annual. Edited by 
Arthur Niggli. 505 outstanding current post- 
ers, 20 shown in full color, from 25 countries. 
Indexed. American selections number 37, take up 
9 pages. Noted: continuation of international 
style trend observed in the last annual, emergence 
of large and important group of Japanese artists, 
““concrete’’ group in Switzerland. $12. 
215. The Penrose Annual, Vol. 54. Edited by 
Allan Velafons. The new edition of the 
British classic international source-book on the 
graphic arts has 120 pages of articles reviewing 
and copious b/w and color plates and inserts 
illustrating trends and developments in esthetics, 
economics, techniques, and industry. $12.50. 
217. Typographica. Edited by Herbert Spencer. 
British periodical published twice a year, 
paperback, 10% x 8%, featuring unusual articles, 
illustrations, of typographic and other design in- 
terest. No. | of the new series includes article 
and 20 illustrations on Italian ad designer Franco 
Grignani who does his own photography, writes 
his own copy; Five Polish Photographers, by Adam 
Johann; History of Numerals, by Henri Fried- 
lander; etc. Subscription is $4.50 USA, $5 Canada. 


PRODUCTION 
204. Advertising Agency & Studio Skills. Tom 
Cardamone. How to prepare art and me- 
chanicals for repro. Detailed, illustrated. $4.75. 
208. The 4 Color Process Guide. Sure to become 
standard reference work for 4 color process 
reproduction. This 11x14 200 page book showing 


full range obtainable in print using the four process 
colors was ADed and designed by Louis Dorfs- 
man, in collaboration with Harry and Marion 


Zelenko. Scientific, accurate, objective and 
orderly system for determining precise color 
wanted. Over 5600 large color patches, each 
almost two square inches. 3 and 2 color sections 
are included. Plastic viewer isolates patches for 
exclusive examination of one color against black, 
white, and process colors. Special introductory 
price, $110 prepaid. 10-day trial period. 


210. Bychrome 2 Color Charts. | and 2 color 

selection, prediction and control, from the 
artist's color choice through lithographic produc- 
tion. 59 sheets on offset paper and 59 sheets on 
enamel paper in a deluxe 3 ring binder. Each 
sheet shows a solid color patch and a solid of 
black or solids of two compatible colors. Also: 
12 screened monotone values of each of the two 
inks; 169 duotone patches showing precise mix- 
tures of the two obtained with standard screen 
tints. 10640 monotones and duotones of color are 
shown in all. 49 round holes are punched in all 
sheets, acting as windows through which color 
and tone may be compared to art or lithographic 
press sheets. $22.50. Domestic orders only. 


213. The Color Planning Guide. 2 vols., each 

5x5 and 111 pp., show 11,000 color tones 
derived from yellow, red, blue and black in 4 color 
process printing. Vol. 1 reproduces them on offset 
paper, Vol. 2 on coated stock. Developed by 
craftsmen of Colortone Press, Washington, D. C., 
to obtain more consistent color accuracy and to 
help their customers specify color exactly based 
on Colortone's shop conditions. Grid system shows 
actual printed examples of entire range of screen 
and color combination. Boxed, includes separate 
reprint of article. What Are Hidden Meanings of 
Color, by Colortone president Al Hackl. $25 pre- 
paid, 10 day trial. 


216. The Grand Three-Color Blending Book. 

Hans Gaensslen. Unique guide. 50 12x12 
pp. letterpress and 50 pp. offset, in 1 edition, 
show 2-color combinations with black, and 3 col- 
ors in various combinations—more than 10,000 
shades of color. With each 3-color table are 4 
design examples comparing effects a design has 
in different color combinations and repro meth- 
ods. Examples also show effects of overprint- 
ing and screening. Book includes information on 
printing inks, production of posters in tempera, 
choosing most suitable paper and screen, etc. $45. 


GENERAL 
212. Commercial Art as a Business. Fred C. 

Rodewald and Edward M. Gottschall. Re- 
vised and enlarged edition of the book by the 
late Rodewald, himself a commercial artist, origi- 
nally pubished in 1954. Brought up to date—in- 
cuding statistics not available before—by Art 
Direction editor Gottschall. Contains latest infor- 
mation on markets, prices, practices, media needs, 
contracts. $4.95. 
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want a book not listed, send your order and we will try to get it for you. 


19 W. 44th Street, New York 36, N. Y. Amt. Encl. $. 

Please send me, postpaid, the books corresponding to numbers circled below. 

146 165 182 197 204 207 208 210 212 213 214 

215 216 217 218 219 220 221 222 223 224 

12/60 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. Add 5% per title 
for delivery outside USA, except APOs. 
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trade talk SIMPLIFY, SPEED UP 
ART PRODUCTION 


direction and graphic arts . . . Eiser-Singer 
% Studios from 11 E. 48 to 439 Madison, 7th floor, 
ar Fa : PL 1-7360.. - Bunter-Seuth Associates moved 

to larger studio at 7 W. 45 St., penthouse... 


SPECIAL! “EYE OPENER” KIT Robert Rubic Studio, 254 W. 31 St., BR 9-6108, 


industrial photographers, looking for a rep... 

Jim Spanfeller now repped by Shelly Sacks, 

‘ YU 6-1633-4, 240 E. 46 St... . Coleman outing 

~ pas ep products—stoves, lanterns, cooler chests and 
to clip and use. Ac- beverage jugs—available on loan for phetos. 
tual $15 value, now POST Contact Sumner Plunkett, Farley Manning 
I ne casncnnnncnnssess PAID Associates, 342 Madison, OX 7-7292 . -. Bauer 


Money-savin introductory offer to Alphabets now in large quarters at 305 E. 45 
ney mi = - ho oa St. Moved 1 block east of home they'd had 
quality art in the A Used by top for 33 years . . . Leonard P. Leone, AD Bantam 
advertisers for ads,- printing, publica- Books, 271 Madison Ave., MU 9-3500, edits the 
tions, direct mail, audio-visual aids, new Bulletin of SI. . . Robert Selnick formerly 


oe. Tens BGS eed te cht ae with Fritzie Miller Associates, now has Robert 
tached! Your paste-up kit will include Selnick Associates, 20 W. 9 St., OR 4-7873. With the new 


many samples from “Art Director's Clip Reps Barbara Hatch and Bob Sullivan . ... " " 
al = ait eae pod. 5 , Rep Jason Kirby now an associate of Sam ART-O-GRAPH “1000 
ine drawings, pre-scr: alftones, Better, all- d ‘ormance at a new, lower 
lettering, two-color art, Grafiklines. ety . .. BEA moved bom 185. Oey aebeme tae 5X (9X with lens 
Enough ready-to-use art for dozens of space at 270 Madison Ave. . . . Visual Identity attachment). Projects flat copy or objects. Quick 
paste-ups. Satisfaction guaranteed—no Corp.. Lincoln Bldg., 60 E. 42 St., MU 7-5390, focusing. Simple | control. Feather-touch 
obligation. Merely attach check for is headed by Harold R. Olson. Offers research, balance. Automatic lock. Adjustable track 


1.95 t letterh A 
oa “Eye Opener” kit ge tegty design, production, consultation . . . Norma length. All steel. Gold hammertone finish. 


customer—and new customers only !) Novak, 119 Washington Pl., MU 2-4777, WA See your Art Supply Dealer or write 
HARRY VOLK JR. ART STUDIO 4-0229, now repping woodcut illustrator , ART-O-GRAPH, INC. 


PLEASANTVILLE 4, NEW JERSEY Jeanine Apostal. Also has experimentc] and 
Es . S., Mi lis 9, Minn. 
still photographer Scott Hyde, illustrator Roger 007 Cueetn Ane. © Saideaceicl = 


Pontbriand, and fashion artist Diana Marshall 
. .. WILTON, CONN.: Paul Dohanos, Adver- 


tising Design, won the Natiendl TB Assn. 1962 Yr e TOUCHAIN 
Christmas Seal competition. He is the son of 


Stevan Dohanes, national honorary chairman using chemicals, bleaches, 
of the association's 1960 campaign. Stevan dyes etching—all the latest 
Dohanos, hospitalized twice for TB, began free yes, ‘ 

lancing after his second illness. He had been oe ae Pye Bo STE. 


in agency art studios before that. 


























INDEX TO ADVERTISERS 


Acrolite Products....101, 102, 111, 112, 116, 123, 125 
Admaster Prints, Inc. 
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American Blue Print 
Ameri T Founder: a 

py 2 hy eaenae ODORLES 
Amsterdam Continental Type 

Art-O-Graph .. 
Bebell & Bebeil Color Lab PGS FIXATIV E 
Bedlivy, H ; acho Hi) 

—— FIXES MHOUT ODORS 
Bienfang Paper Company : wane , 

Blair Art Products . 
Boris Studios, Inc. 

Boro Typographers, Inc. 
Bourges Color Corp. - 
COLOR LABORATORY | Fovman aimee, Marti “9 
Cargill, Wilson @ Acree... = STUARTMILLERSTUDIOCH40389 
DYE TRANSFER PRINTS | Chaite Studios, Inc., Alexander E. see CREATIVEARTFORADVERTISING 
Chenault Associates, Inc. casseentes ONISILYUSAGVHOALYVIAAILV3AYD 


ORscon 9-7360 | Couine, Miller & Hutchings, Inc. 6SEOPHIOIGNLSUATHUALYYNLS 


Columbia Broadcasting System 
10 EAST 39th STREET, NEW YORK 16, WN. Y¥. (T seone) 
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Send for Catalog 8 
LACEY-LUC! PRODUCTS, INC. 
3) Central Ave. * Nework 2, W. J. 
DEALERS: Choice Territories Open 
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For Artists’ Needs 
PHONE 


E. H. & A. C. FRIEDRICHS CO. 
Artists Materials Since 1868 

40 EAST 43rd STREET 

Murray Hil! 2-2820 


140 WEST 57th STREET 
Circle 7-6608 
363 LEXINGTON AVE. 
Lexington 2-0300 

H. Inc. 
1527 yt 
Rittenhouse 6-8742 


In 
New York 








9 KINDS 
OF SLIDES? 
We make them all. 
— including Vugraphs. 
For full story—Sena for free glossary 
RIK SHAW ASSOCIATES, LTD. 


181 PHOTOGRAPHIC PRODUCTION SERVICES 
250 WEST 57th STREET, NEW YORK 19, N. Y. 
PLAZA 7-3988 











SELL YOURSELF LOCALLY... 


Place an ad in 
Art Direction's 
local news pages 
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ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 


Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


COPYWRITING—FREE LANCE 


the copy shop 
Copy Studio—Top Writers—Pre-agreed Fees 
270 Madison Ave., NYC 16 MU 3-1455 


HISTORICAL PRINTS 


The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 


215 E. 57th St.. N. Y. 22 PL 8-0362 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 

130 W. 42 St.. New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Robert Crandall Associates, Inc. 

Duplicates, retouching, assemblies, photocompos- 
ing, processing. 

58 W. 47 St., N. ¥. C. 36 Cl 7-7377 
Ferrara Color Studios, Inc. 

Creators of Colorsemblies 

Ektas assembled, retouched, duplicated 

112 W. 48 St., NYC 36 Plaza 7-7777 


Kurshan & Lang Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
Quantity color prints & slides. 

Proféssional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 10 years. 
10 East 46th Street, N. Y. 17, N. Y. MU 7-2595 
Norman Kurshan Inc. Color Service 

Quality dye transfers, C-prints & stats. 

Duplicate transparencies, art copies, slides. 

24 hour custom color processing. 
Call Norman Kurshan directly at 
8 West 56th St., N. Y. 19, N. Y. JU 6-0035 
Jack Ward Color Service, Inc. 

Type “‘C"’ prints—duplicates—dye transfer prints 
Color processing— 


202 East 44th Street MuUrray Hill 7-1396 


RETOUCHING 


Color Transparency Retouching Studio 
Finest Retouching and Assembling 

58 West 47 St., NYC 36 Cl 7-7377 
Robert Crandall Associates, Inc. 

Transparency retouching and assembling by 
experts. 


58 W. 47 St., N. Y. C. 36 Cl_7-7377 


Davis * Ganes 
Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome *'C’’ Prints. 


509 Sth Ave., N. Y. 17 MUrray Hill 7-6537 


Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 
Frank Van Steen 
Color Retouching. 
379 Lexington Ave., N. Y. C. LE 2-6515 


SALES PRESENTATIONS 


Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Presentation Department 
* Visual Aids * Promotional Material ® Silk Screen 


4 W. 40th St., N.Y. C. LOngacre 4-4590 


Rapid Art Service, inc. 

Creative Art Studio ¢ Silk Screen ¢ Typesetting & 
Letterpress © Bookbinding *« Charts and Maps ¢ 
Exhibits & Displays ¢ All under one roof, with 50 
craftsmen and 15,000 sq. ft. of space to give you 
the fastest service in New York. 


304 E. 45th St., NYC 17 MUrray Hill 3-8215 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 


12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 


Juysee Display Advertising, Inc. 
Quality reproduction. Posters and: displays. 


12 E. 12th St., N. Y. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 
Midtown's largest silk screen shop 
highest quality — fastest service 


304 E. 45th St., NYC 17 MuUrray Hill 3-8215 


STULL LIFE 
Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 


Walter Chandoha 
Animal Photography-Specializing in Cats & Dogs 
Annandale, N. J.,'201 State 2-3666. 


P.1.P. Photos 
10 Million Photo Library. Rep for top photog- 
raphers all over world. Send for free brochure. 


507 Fifth Ave., NYC 17 OX 7-6191 


Underwood & Underwood IIlustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
with any other company using the Underwood & 
Underwood name. 

319 East 44th St., N. Y. 17... . MU 4-5400 

646 North Mich. Ave., Chicago 11, Ill. DE 7-1711 
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Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 
3 W. 46th St., N. ¥. C. 36 JU 6-5910 


STOCK COLOR TRANSPARENCIES 


E. J. Cyr 
All subjects * reasonable rates. 
111 Forest St., New Canaan, Conn. 203 WO 6-0772 


TELEVISION SERVICES 
Edstan Studio 
Slides, Telops, Flips, in b/w and color 
75 W. 45th St., NYC 36 


National Studios 
Hot Press, Slides, 
42 W. 48 St., N. Y. 36, N. Y. 


Cl 5-6781 


Telops, Filmstrips, Flips, etc. 
JU 2-1926 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y 


Linocraft Typographers 
333 West 52nd Street 
New York 1, N. Y. 


JUdson 2-0100 


PL 7-8295 


CLASSIFIED 
COLOR PRINT LAB needs first class man capable 
of making top quality dye transfer prints. Must 
be thoroughly experienced. Must take up resi- 
dence in Detroit. Oakland Color Prints, Inc., 2867 
East Grand Boulevard, Detroit 2, Michigan. 











STOCK 
CcCoLonRn 
TRANSPARENCIES 
for the creative art director 


© Every subject (domestic and foreign) 
© For every purpose 
© Prompt, expert submissions 
© Assignments anywhere 
& Write or phone for literature MU 7-4381 


SHOSTAL 545 5th Ave. 


New York 17.N.Y. 
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Print and Art Gallery 


MODERN 
ART 


Expert Picture 
Art Type 


Framing 


and Bo 


und Drafting Eq 


Prompt C 
Mail and Phone 
Ope n Soturdo 


JU 2- 6470 


32 W. 53 St.. NYC 19 








HAVE CAMERA—WILL TRAVEL 


48 W. 48th St. 
Cl 6-4786 


Henry Bedlivy 
Photographic Illustrator 


Crescent Cardboard it 
Custom P 

Daugherty, Herb 

Dunn Studios, Cal 

Dzurella, Paul 

Edstax Studios 

Famous Artists Schools, Inc. 
Fareghan Studio, George 
Federman, Adams and Colopy 
Feldkamp-Malloy, Inc. 
Fernim & Associates, Bill 
Ficalora, Toni 

Flash Manufacturing Co. 
Friedman, A. I. 

Friedrichs, E. H. & A. C. 
Galloway, Ewing g 
Germain School of Photography 
Glo-Art Productions 
Grant-Jacoby 

Graphic Directions 

Graphic Workshop 
Grumbecher. Inc., M. 

Haber Typographers, Inc. 
Haberule Co., The 
Headliners, Inc., The 

Heiser Photography, Stephen 
Hunt Pen Co., C. Howard 
International Paper Co. 
Johnstone & Cushing 

Junker, Bruno 

Kahn, Harvey . 

Krantzen Studio 

Kurshan & Lang 

Lacey-Luci Products, Inc. 
Luecygraf Mfg. Co. 

Ludlow Papers 
Madison Avenue Handbook . 
Magee Studios 

Marks Color Labs, aml 
Marquardt Paper 

Miller, Ardean . 

Miller, Stuart .... 

Miller Advertising Prod., Wm. 
Monégram Art Studios, Inc. 
Monsen Typographers 

Morilla Co., The 


National Studios .. 

Near North Guild 

Neeley Associates . 3 
New York Employment Service 
O’Grady-Payne, Inc. 

Patterson & Hall 

Peterson Color Labs 
Photo-Lettering, Inc. 

Rapid Typographers, Inc. .. 
Rauhoff /Grosse/ Patterson : 
Richman Studios, Inc., Mel ... 
Riebe’s Art Supplies 7 
Samerjan, George .. 


Sanford Assocs., H. C. 

Saral Paper Company 

Sarra, Inc. anes 
School of Visual Arts 


Shaw Associates, Rik ... 

Shawl, Nyeland & Seavey 
Shigeta-Wright Associates, Inc. 
Shiva Artists’ Colors - 
Shostal Press Agency, The 
Snyder & Associates, R. 


Stephens-Biondi-DeCicco 
Talens & Son, Inc. 
Tech Photo Labs ‘ 
Ulrich Art Studio, Norm 
Unigraf ... 
United Artist “Materials 

m Art Service 
Visual-Ad . 
Voisin Restaurant .. 
Volk Jr., Art Studio, Harry 
Weatherly, Goodhue 
Weber Studio, Martin J. 
Weco Studios ... 
Whitaker-Guernsey Studios 
Wide World Photo 
Winsor & Newton 





X-Acto, Ine. 


National Association of Art Services 


Statmaster Corp. . : 
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Sander Wood Engraving Co., ‘The : ; 


Service Typographers, Inc. 3 ; ee EAE 





FREE SAMPLE OFFER 









MARK ANY 
MATERIAL! 


with the 70 Tlew 


"FLASHDRY 
INK MARKER 


NEVER DRIES UP 
WHEN LEFT UNCAPPED 


exclusive 
Wet- Wick, 
Valve Action* 


















it's the ALL-NEW 
FLASHDRY INK MARKER that's always ready 
for use. Just push down ond Presto! The ink is 


“It's a brand-new concept... 


flowing again... no matter how long the cap 
has been off! 

@ Writes on any surface, including metal 

@ Contains more ink than other markers at 
higher prices! 

8 brilliant colors 

Guaranteed 2-miles of writing 

Can't evaporate, completely leakproof 
Replaceable tips and inks mean economy 
Available at all leading Dealers. 


FOR FREE SAMPLE write: 


PT. MANUFACTURING COMPANY 
169 MURRAY STREET, NEWARK 5, WN. J. 
CANADA: Seal-o-matic of Canada, 2 Matilda St., Toronto 









A PLACEMENT SERVICE 
FOR COMMERCIAL ARTISTS 


MUrray Hill 8-0540 


PROFESSIONAL PLACEMENT CENTER 
NEW YORK STATE EMPLOYMENT SERVICE 


















layout & design, TV art 
painting, life drawing 
illustration, fashion 
cartooning, lettering 
technical illustration 
typography, paste up 
day & evening, co-ed 


N.Y.10 
catalog D 


209 E. 23 St., 
MU 3-8397 

















STAYS CLEAR 
FOREVER 


ACROLITE 
















a monthly feature 





This advertisement, presenting a striking 
brunette wearing lather instead of a hat, 
stopped us the other day as it must have 
stopped millions of others. 

Whoever conceived this idea should 
be congratulated. In brilliancy of con- 
cept, the illustration is at par with such 
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do women have a sense of humor? 


a classic as the eyepatch man. The gim- 
mick is relevant, interesting and com- 
pletely inspired. 

What interested us most was this: Does 
such an utterly silly, frivolous, self-con- 
scious, chic picture get a favorable reac- 
tion: from feminine readers? Or does it 
make them turn up their noses at the 
whole thing, dismissing it as just plain 
“ridiculous,” out of the realm of their 
everyday experiences? 

. * * 

Women do not like to be kidded about 
themselves. This ad is anything but seri- 
ous. Do women laugh at this sort of illus- 
tration or get annoyed? 

* * * 

In our opinion, whoever conceived 
this also thoroughly understood the psy- 
chology of his audience. 

The average male, looking at this pic- 
ture, may shrug his shoulder and thank 
his fate that he is not part of the irra- 
tional, giddy world to which his wife 
belongs. He would never do a thing like 
this. Consequently or subconsciously, his 
conclusion will be that he—the male 
animal—is the superior gender. Women, 
well, they are like children: not too wise 
but fun to have around the house. 















by Stephen Baker _ 


On the other hand, most women prob- 
ably think this ad is loads of fun. Not 
funny perhaps, nothing that makes you 
burst out in convulsive laughter, but 
“fun.” They interpret the ad as a fine 
piece of whimsy. 

It is unlikely that it would make most 
women feel kidded. On the contrary: they 
may feel that the girl in the white froth 
is not kidding her own but the opposite 
sex. She is being playful, engaged in the 
never-ending game of catching the man’s 
attention, and making him think of the 
girl as being “cute.” The fact that the 
male may label her slightly “silly” does 
not bother the average woman; instinct 
tells her that this only makes him feel 
more protective toward her. She knows, 
if she has any brain at all, that she has 
nothing to lose but plenty to gain by mak- 
ing him feel “superior.” 

While this kind of woman-to-woman 
talk may make little sense to men, it cer- 
tainly isn’t senseless advertising. The lan- 
guage is by the woman, for the woman, 
but then again, so is hair shampoo. Smart 
is the advertiser who keeps in mind the 
difference between a man’s sense of 
humor and a woman’s. The creators of 
Liquid Prell advertisement did. a 
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Merry Christmas from the Artists and: Staff at Neeley Associates Inc., 
ll Neeley and Randy Mulvey, 45 West 45 Street, New York City+CI 6-3660 


JIM AVATI / ISA BARNETT / BUD BLAKE / MAC CONNER / BOB CHILDRESS / KEN DAVIES / MAE GERHARD 
GORDON JOHNSON 
/ STEPHEN PERRY / BILL SHEEDER 

JOHN TEPPICH 


FRANK GOLDEN BILL GRAVELINE 
STANLEY MELTZOFF 


NICK SOLOVIOFF 






GEORGE SOLONEVICH 
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plaza 7-3131 





